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This thesis separates the residents of Hong Kong into various
social class groups, according to their behaviour with respect to
various communication media. The definition obtained is then com-
pared with various selected definitions of social class by foreign
researchers. The goal of the thesis is to assist top management in
determining the types of communication media to be used when trying
to promote products or services to specific target markets in Hong
Kong.
The data used in this thesis were collected by a local research
firm through personal interviews for a purpose unrelated to this
thesis. Later the data were made available to the research for this
study. The analysis made use of various computerized statistical
packages available on the computer system of the Chinese University
of Hong Kong.
The findings show that the definition of social class as de-
fined by media behaviour is very useful in Hong Kong. Using this
definition, the analysis shows that the upper class read more news-
papers and magazines, and are more exposed to the English-speaking
media than any other class. The louver class are not very much ex-
posed to the communication media considered. As a whole, television
is one of the best media in Hong Kong. TVB Jade is the most popular
station having about eighty percent of the population watching this
station everyday. If television is not cost-justified, then news-
papers and radio, respectively, are the next best media.
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11.0 INTRODUCTION AND BACKGROUND
1.1 Purpose of the Thesis
The purpose of this thesis is to investigate the
relationships between Hong Kong residents who have been
classified into various social classes based on other
countries' social class definitions and their media behav-
iour, i.e. their behaviour towards media such as televi-
sion, radio, movies, newspapers and magazines. The proce-
dure is also reversed. First, Hong Kong residents are
segmented into various groups by means of their media
behaviour and then the groups are described by a local
definition of social class. The ultimate goal of this
thesis is to assist top management in determining the
types of communication media to be used when trying to
promote certain products or services in Hong Kong. The
assumption is made that people in the same social class
have similar media and purchasing behaviour, all that is
necessary is the appropriate definition of social class.
1.2 Existence of Social Stratifications
One of the few generally accepted statements that
social scientists make is that all societies are strati-
fied (11, P.7). Actually any society, whatever its stage
of development, is normally divided into groups which have
certain characteristics in common. In advanced countries,
2the criteria are usually social and economic (9, p.15).
Sociologists use the general term social stratification
to refer to this social ranking. The kind of social strati-
fication that exists in a certain society will depend on
factors such as size, internal complexity, and historical
development (3, pp. 7-9).
1.3 The Various Forms of Social
Stratifications
There are three general types of stratifications
for large societies- castes, estates and classes. The
principal feature of a caste society is that each caste is
self-recruiting. Individuals are born into and marry and
raise families within the same caste. Castes have differ-
ent political and civil rights. Estates were the form of
stratification that existed in mediaeval Europe. In Europe
the estates consisted of four broad strata: nobility,
priesthood, merchants and peasants, and serfs, each with
different rights and duties.
A class system of stratification is distinguished
from castes and estates by the fact that all members of the
society share a common legal status of citizenship. The
individuals are free to choose an occupation and own proper
ty and all are equal before the law. There are no rank
symbols that are appropriated by one class and forbidden to
another (3, p.7). Class is also distinguished from the
caste and estate stratifications by complete freedom in
social mobility.
31.4 Suitability of Using Class
System in Hong Kong
Historically class societies have emerged with indus-
trial economy, whereas both caste and estate systems are
based on agrarian economy in which there is relatively
little division of labour. With the growth of modern indus-
try, there appeared an infinitely more complex hierarchy of
skills, as new forms of production emerged and new develop-
ments took place. This dynamic quality is even more inten-
sified in modern society than ancient ones and as a result,
the degree of openness of the class system is directly re-
lated to the recruitment of skill and ability (lo, p.$).
Hong Kong, being a highly industrialized place and a
trade centre, clearly satisfies the condition for the exist-
ence of a class system. In Hong Kong, all are equal before
the law. All are entitled to own property and are free to
choose their occupation. There is complete freedom in so-
cial mobility, whereby one is able to attain a higher social
status through his ability and skill. It is thus suitable
to use the class system as the appropriate form of social
stratification in Hong Kong.
1.5 The Various Dimensions of
Social Class
The construction of class categories is simply a
process of classification by which units which are similar
in some respects are grouped together for the purpose of
description and analysis (10, p.9). However, it is rather
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difficult to choose the criteria for classification.
Social stratification is fundamentally multidimen-
sional. This is the case not only for contemporary indus-
trial societies but for other types of societies, contem-
porary as well as past.
Both theoretical analysis and empirical research
have already made quite clear what some of the multiple
dimensions, or independent functional variables, of social
stratifications are. The following are some of the most
important of these dimensions (1, pp. 291-294).
(a) Power-- the capacity of achieving goals in social
systems. This is functional for all social systems
and for all types of societies.
(b) Occupational prestige--- the different full-time pro-
ductive roles in a society are of different func-
tional significance for the society and therefore
obtain a higher or a lower evaluation, or amount of
prestige. Though the relative amount of prestige
obtained by a specific productive role may vary
among varioussocieties, the results of occupational-
prestige studies in twenty-four societies (carried
out by North and Hatt, with data from studies in
twenty-four different countries) agree on the rela-
tive evaluation of the same role in societies of
different types (1, pp. 291-294). The research also
shows stability over time.
(c) Income or wealth-- the stratification by income and
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wealth, whether earned or inherited, has considerable
social and economic consequences with social strati-
fication: for example, chances of education. Dif-
ferential amounts of disposable income, i,e,, per-
sonal income less personal taxes, are also important
in determining access to those life style items
that are symbolic of occupational prestige, power or
education. Both economists and sociologists have
studied the independent significance of disposable
income as a dimension of social stratification.
However, the two variables, income and wealth, are
valuable.
(d) Education and knowledge-- the amount of knowledge
that individuals have acquired affects the way in
which they behave. Because of various education and
other learning experiences, the amount of knowledge
is differentially distributed and may be conceived
of as forming a stratified structure among the in-
dividuals in a society (2).
(e) Religious and ritual purity-- in terms of the reli-
gious ideas that prevail in every society, individ-
uals and groups can be regarded as possessing either
more or less religious or ritual purity. In Hindu
caste society, for example, religious and ritual
purity is more important than the other dimensions
and structures of stratification.
(f) Family and ethnic-group position- in all societies,
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kinship groups and their extensions in the form of
ethnic groups perform important functions, such as
procreation and socialization of children. Families,
because of their varying successes in performing
these functions and because of the various services
that they perform for the national and local com-
munities, are evaluated differently. This evalua-
tion thus results in a stratification of higher-
ranked and lower-ranked families.
(g) Local Community status-- in nearly al).. societies,
contributions of the individuals and families are
needed. These individuals and families are given a
higher or lower evaluation in the local community in
proportion to their contributions to that community's
welfare. Difference in evaluation of position in
the local community is an important determinant of
self and others in the local community and sometimes
of behaviour outside the local community as well.
According to the multidimensional approach, each
individual or group in society is conceived of as being
ranked in each of the several dimensions discussed above,
as well as in others.
1.6 Difficulties in Measuring
Social Class
As mentioned in section 1.5, there are no legal
distinctions between classes in a class system. Conse-
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quently the dividing lines between classes are not very
clear. The main problem of distinguishing between various
classes lies in the choice of criteria.
It is difficult to find forms of measurement and
definitions which are universally acceptable. The reason
is because social groups, which are the units of stratifi-
cation systems, vary among societies (15). For example,
in some societies all commercial, industrial, and agri-
cultural companies may be families, while in other socie-
ties many of the companies are corporations. The poorly
developed measurements of political power, rewards, and
privileges of various individuals within a society make it
difficult to determine the degree of inequality of power,
rewards and privileges in different societies. When the
very structure of the social groups that proportionate
money, power and fame differs, statistical measurements of
the distribution of wealth ought to be constructed on
correspondingly different bases. But if they are con-
structed, the measures are not comparable.
Various researchers have established different
indices for measuring social class. Since indices are
only valid for measuring what they intend to measure, the
unresolved differences in prevailing conceptions of social
class lead to different indices. In fact, these indices
tap only those features of social class that are emphasized
or employed in different conceptual formulations (4).
The selection of an appropriate measure of social
8
class from among the various different existing measures of
social class depends on the problem to be investigated. It
should also reflect the interpretation of correlations be-
tween social status and the variables regarded as dependent.
So selected, different measures of social class are then
valid. Reliability is more complex, but to quote Rossi
Fruitful empirical work in an area where errors of meas-
urement tend to obscure the fundamental structure can only
be possible by the employment of descriptive models in a
methodology where such errors are explicitly provided for
(4, p.324).
In this thesis, an index measuring the various so-
cial class groups of Hong Kong is constructed by using both
demographics and media behaviour of respondents in Hong
Kong. The definition of social class thus formed is not
necessarily a valid general definition applicable to other
societies outside of Hong Kong.
1.7 Importance of Social Class Concept in
the Marketing World
Consumer behaviour models virtually emphasize social
class and income as variables affecting purchases (7). The
consensus among behavioral scientists is that an individ-
ual's market-behaviour is closely related to his social
class (5). Pierre Martineau suggests that social class is
a better indicator of consumer attitudes than income level,
and segmenting a market by social class permits a richer
9
dimension of consumer behaviour (6). Thus social class
is often considered more important than income in affecting
buying behaviour (14).
Recent work in the United States has confirmed the
value of social class in explaining consumer behaviour.
Rich and Jain found significant differences in shopping
behaviour between social classes (13). In another study
Mathews and Slocum found that commercial bank credit card
usage varied according to classes. Thus for a marketing
program to be effective, it is useful to have social class
groups of the target market identified first.
Proponents of the social class concept suggests
that it provides a useful method of classifying and ana-
lyzing individuals or families. It has been found that
families in a given social class maintain similar life
styles which differ from those of classes above or below
(8). Martineau adds that social class is a major factor
shaping the individual's style of life (13). Thus the
marketing man who attempts to understand the life styles
of the various classes may benefit. Products and services
can be designed especially for a particular social segment
promotion efforts can be devised to effectively stimulate
a certain class, and media can be selected to accurately
reach a specific social class.
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1.8 Summary
In this chapter, the usefulness of the idea of
social class was introduced. The work done by various
researchers is also stated, together with their degree
of applicability in Hong Kong.
Chapter 2 of this thesis discusses the methodology
and the various techniques used in analyzing the data.
The results obtained are shown in Chapter 3 and are dis-
cussed in Chapter 4.
The respondents are also segregated into various
groups according to their degree of usage of different
drinks. The media behaviour and demographics of respond-
ents in each of these groups are investigated. These
results are also shown in Chapter 4.
Chapter 5 concludes the findings in this research
and recommendations are made based on these findings.
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2.O METHODOLOGY
2.1. Collection of Data
The data used in this study are from a questionnaire,
shown in Appendix A, used by a local research firm for its
own purposes and not especially designed for use in this
study. The data were in the form of multiple-punched com-
puter cards when they were obtained. A transformation
into single-punched cards was necessary in order to use the
ICL 1900 computer system used by The Chinese University of
Hong Kong. Data on 622 respondents were collected during
1974 and made available for use in this thesis in September
1974.
2.2 Screening of Data
A data checking program was used to find misleading
answers for example, those that were coded outside the
range of the possible answers. These numbers were then
assigned to the mode of that particular variable because
it was impossible to get to the original questionnaires.
Twenty-seven of the 622 respondents were not used
for further analysis. These were respondents who listed
occupation as either housewife, student or retired and at
the same time did not answer the household income question.
As these two variables, household income and occupation,
are important in defining one's social class, these twenty-
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seven respondents were neglected from this study.
2.3 The definitions Selected for the Study
The definitions of social classes that were selected
for investigation are:
(a) The Philippine's Definitions of Social Classes
As shown in Appendix B, the variables of this defin-
ition that are included in this questionnaire are oc-
cupation, household income, education and housing
type.
(b) Definition of Social Class according to
Lloyd W. Warner
Social class as defined by Warner is stratified by
a multiple-item index. Warner's Index of Status char-
acteristics (i6), which is widely used in social re-
search, uses four variables. These four variables are
source of income, occupation, dwelling area and house
type.
(c) Definitions of Social Class according to
Stuart U. Rich and Subhast C. Jain
Rich and Jain slightly modified Warner's Index by
replacing house type with the education of family
head (13). The reason was because house type was
highly dependent on occupation. If both variables
were used, occupation would have been heavily weighted.
(d) Definitions of Social Class according to
J.W. Slocum, Junior and H.L. Mathews
This team used Hollingshead's Two Factor Index of
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Social Position for measuring social class. The two
variables used were occupation and education (14).
Various writers disagree on the actual number of
social classes and on the percentage of population in each
class. Mayers, Stanton and Haug (13) used Carman's scale
to classify respondent families by social class. This
method employs weighed factors of education, property value
and occupation. These factors are weighted differently
according to age and property ownership. By classifying
and analyzing the sample collected in different patterns,
Mayers, Stanton and Haug came up with five social class
levels. These levels and percentages which the afore-
mentioned researchers placed in each level are shown in
Table 2.1 (8). The percentages in each social class level
of the Philippine's definition of social class were unob-
tainable.
TABLE 2.1









2.4 Fitting the Data to the Various
Definitions Selected
Among the variables used in the various definitions,
housing area was not used. The questionnaire dealt with
only four areas, namely Hong Kong, Kowloon, New Kowloon and
the New Territories. Because this classification is too
broad to be useful in determining one's social class, hous-
ing area was neglected in this study.
The variables used to define the social class accord-
The Philippine's Definition: occupation, education, income
and accommodation type.
Warner's Definition: occupation, income and accommodation
type.
Rich Jain's Definition: occupation, education and income.
Slocum Mathew's Definition: occupation and education.
In order to assign the respondents into groups ac-
cording to the various definitions, different scores were
given to the different answers of the variables concerned.
Equal weight was put on each variable. The scores assigned
to the answers on occupation are shown on page 15.
The scores used had been simplified, with intervals
as close to NORC (National Opinion Research Centre) scores
as possible. The NORC occupational-prestige scores were
obtained through a survey conducted under the joint sponsor-
ship of the President's Scientific Advisory Board and NORC
in March 1947. The data were gathered through personal
ing to each definition are as follows:
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interviews with 2920 respondents interviewed by the NORA
field staff. The ratings of the respondents' opinions on
the social standing of 90 occupations were obtained. The
results formed the NORC scores for each of the occupations.
These NORC scores were the mean value of the scores of the
occupations within each category (12).
NORC ScoreOccupation Score
80.6Professional and executive 36
Businessman 74.932
65.6Other white collar 24
Skilled or semi-skilled blue
16collar worker, fishman farmer 56.21
45.88Labourer
0Unemployed not given
The scores assigned to the answers on education
level are shown on page 16. These scores were assigned
with each level of education 6 points higher than the level
immediately preceding. In the two cases where the educa-
tion levels were the same, the Anglo-Chinese/English back-
ground was 3 points higher than the Chinese background.
The scores assigned to the answers on household
income were shown on page 16. These scores were assigned
by taking the mid-point and dividing by 100. Those that
were in the household income group over $3,000 per month
were assumed to have an average income of $3,500 per month.
1This number was obtained by taking the average of the
total scores of craftsmen, foremen and kindred, protective-







Some secondary- Chinese only 18
Some secondary- Anglo-Chinese/English2 21
Secondary completed-- Chinese 27
Secondary completed-- Anglo-Chinese/English 30
Post secondary or university 36
ScoreHousehold Income in HK$ per month







3000 or more 35
The scores assigned to the answers on accommodation
type are shown on page 17. These scores were assigned with
equal intervals of 9 points between each category.
Two hundred and eighty-four of the 595 respondents
2This indicates the media of instruction are both
Chinese and English.
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gave complete information on the above variables. The
other 311 respondents either did not answer income or
answered occupation as housewives, students or retired.
These answers were assigned a medium score of 18 whenever
they were used.
The range of scores chosen was a convenient gradation
between the different levels of answer. As the relative
position- not the absolute value-- between scales was
important, 36 points was used for convenience.
Accommodation Type Score
Squatters, huts, shacks 0
Resettlement Estate/Low Cost Housing 9
Housing Society/Housing Authority 18
Rooms, cubicles, small flat bed-spaces or
multi-household flats 27
Single household flats 36
In dividing our respondents by social class, equal
weights were then given to each of the four variables,
namely occupation, education, household income and accom-
modation type. The scores were then added up and classi-
fied into groups with a percentages as close to those
shown in Table 2.1. The higher the scores a respondent
got, the higher the group to which he was assigned.
The number and percentages of respondents falling





Those with Those with
complete incomplete
informationinformation
(284) (311) Total (595)
Upper Class 14( 4.5%)9( 3.2%) 23( 3.9%)
Middle Class 71 (25.0%) 82 (26.7%) 152 (25.9%)
Lower-Middle
Class l19 (41.9%) 141 (45.3%) 260 (43,7%)
Lower Class 85 (30.0%) 74 (23.8%) 159 (26.7%)
TABLE 2.3
WARNER'S DEFINITION
Those with Those with
incomplete ascomplete
Total shown ininformation information
Table 2.l(595)(311)(284)
0.9%Upper Class 14(4.5%) 23( 3.8%)9 (3.2%)
Upper Middle
14( 4.5%)Class 19( 6.7%) 7.3%33( 5o6%)
Middle Class 28.7%84 (27.3%) 165 (27.7%)81 (28.5%)
Lower Middle
43.4%Class 121 (42.6%) 141 (45.3%) 262 (44.0%)




Those with Those with
complete incomplete %as
Total shown ininformation information
(311) Table 2.1(284) (595)
Upper Class 14( 4.5%) 24( 4 o o%) 4.2'10( 3.5%)
Upper Middle
Class 83 (26.7%)58 (20.46) 141 (23.7%) 23.6
Middle Class l08 (38.0%) 223 (37.5%)115 (37.0%) 37.2
Lower Middle
Class 13.6,35 (11.3%) 79 (13.3%)44 (15.5%)
21. 49Lower Class 128 (21.5%)64 (20.6,x)64 (22.5%)
TABLE 2.5
MATHEWS AND SLOCUM'S DEFINITION
Those withThose with
asincompletecomplete
Total shown ininformation information
Table 2.1(295)(284) (311)
1005Upper Class 52( 8.7x)24( 8.5%) 28( 9.0%)
Upper Middle
Class 142 (23.8%) 20.669 (22.2%)73 (25.7)
160 (26.9%)Middle Class 87 (28.o%)73 (25.7%) 27, 51
Lower Middle
218 (36.6%)Class 114 (36o6%)10+ (36.6%) 35.3
6.113( 4.2%)Lower Class 23( 3.9%)10( 3.5%)
595
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After the social class groups had been assigned
according to the various definitions, the group numbers
were added to the original data file. These numbers were
assigned with the uppermost class group being Group 1. The
next group following was Group 2, and so on. Thus the
group numbers of the Philippine's Definition ran from 1 to
4 and the other three definitions 1 to 5.
The 284 respondents who gave complete information
were then extracted from the original data file and formed
a file of their own. Analyses were run on both the file
with all the respondents and the file with the 284 respond-
ents.
2.5 Techniques Used in Investigating the Relationships
of the Social Class with Media Behaviour
Three main techniques were used for analyses:
(a) Discriminant Analysis
Discriminant analysis is an appropriate technique
when the criterion variable is expressed categorically
and the predictor variables are interval scaled and
could be used to test whether or not significant dif-
ferences exist among the average score profiles of two
or more a priori defined groups (13, p.369). For each
of four definitions, each respondents was assigned to a
group, which is a categorical variable. Thus discrim-
inant analysis was used to test whether significant
differences exist among the media behaviour (independ-




Cluster analysis is concerned with classification.
The main objective is to separate objects into groups
such that each object is more like other objects in
its own group than objects in other groups (13, p.433).
Here it was used to segment the respondents with
similar media behaviour into the same group. Four and
five groups were chosen at the beginning, and discrim-
inant analysis was used to select the level which
showed the most significant differences among the
groups.
(c) Cross Tabulation
This procedure is used to show the relationships be-
tween two or more variables which are categorically
scaled. This technique is most useful when the specific
and detail behaviour of persons in the same group is
to be investigated. In this thesis, this technique was
used to review the media behaviour and product usage of
respondents in the same group.
The above techniques were available for use by means
of statistical packages in the ICL computer system in the
Chinese University of Hong Kong.
The procedures and sequence of techniques used are
shown in Fig. 2.1.
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Figure 2.1
A Flowchart of Procedures and Techniques


























In order to run the cluster and discriminant analy-
sis programs, the predictor variables used must be of
interval scale. Thus those variables that were not inter-
vally scaled had to be transformed, where possible, to
interval scale or eliminated before using these programs.
The nineteen media behaviour variables that were
used as input to both discriminant analysis and cluster
analysis are shown in Appendix C. These variables were
the only media behaviour variables from the questionnaire
that were intervally scaled.
For the discriminant analysis, the pre-determined
groups were formed by means of a program. This program
first segregated the respondents into different files, with
the respondents in the same group put together in the same
file. Then these files were merged into a single file,
with respondents in the same group put together. This file
with appropriate transformations necessary to use the ICL
Statistical Package was then used as input for the dis-
criminant analysis program.
2.7 Summary
In this chapter, the data preparation and classifi-
cation procedures was stated. The steps and techniques
used in various stages of analysis were also discussed.
The results and preliminary analysis are shown in Chapter 3.
A discussion of results and the approaches used are evaluated
in Chapter 4. Chapter 5 concludes the findings in the re-
search and recommendations made.
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3.0 ANALYSIS OF RESULTS
After assigning each respondent to four social class
groups based on the four social class definitions, various
statistical techniques, as shown in Fig. 2.1, were used to
analyse the data.
The results and analyses of each step are shown in
this chapter.
3.1 Discriminant Analysis on all 595 respondents assigned
to groups according to the various definitions
Four discriminant analyses were run to see whether
or not the various social classes could be predicted using
the nineteen media behaviour variables shown in Appendix D.
The results obtained for each of the definitions are shown
















41 2 3 5
81 13 5 3
02 227 3
Predicted
4+9Group 11 1393 33
4 12 102 215 76
0 192 75 9
Total 165 11223 26233
TABLE 3.3
RICH AND JAIN'S DEFINITION
Actual Group
k1 2 53
11 37 7 5
4,5 1012 222 5Predicted
Group
47 484 142583
00 14 2 3
671 2352305




MATHEWS AND SLOCUM'S DEFINITION
Actual Group
41 2 3 5
0171 9 5 5
011 15 142 38
Predicted
0Group 17 29 2173
4 1516 16410074
4 811 1415
Total 142 160 218 2352
The hits and misses table is a table which shows
the number of respondents belonging to group who are pre-
dicted correctly by the discriminant function as belonging
to the group. The number predicted incorrectly to each of
the groups is also shown. For example, in Table 3.1, using
the Philippine's Definition of Social Class, five respond-
ents out of a total of twenty-three respondents (5+11+6+1)
who were members of Group 1 were predicted correctly to be
members in Group 1, while eleven of them were mispredicted
to Group 2, six of them to Group 3 and one of them to Group
4. Thus the number of respondents who were rightly pre-
dicted is the sum of the major diagonal of the table.
The number of respondents that were predicted cor-
rectly using the Philippine's Definition was (5+41+177+71=)
294, or 49.4 percent of the total sample. Similarly, the
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number of respondents that were predicted correctly in
Warner's, Rich Jain's and Mathews Slocum's Definitions
were 298, 264 and 256 respectively, accounting for 50.1
percent, 44.4 percent and 43,0 percent of the total sample.
Thus by using the media behaviour information of a
person, only about 43 percent to 50 percent of the time
could a person be correctly assigned to the social class
group to which he actually belongs, according to the various
a priori definitions.
A table was also calculated to compare the above
results with the random situation. This table is shown in
Table 3.5. In this table, the number of respondents in each
group was the same as Warner's Definition of Social Class.
This was because this definition showed the best predictive
power. The numbers in the table were obtained by multipling
the respective row and column total and then divided by the




L. Total1 2 53
4.36.4 10.10.9 1.3 23.01
6.21.81.32 9.2 144,5 33.0
Predicted
45.8 72.6 165.06.4 902 31.03Group
4 262.010.1 14.5 ?2.6 115.4 49.4
49,4 21.16.2 112.04.3 31.05
Total 23.0 33.0 165.0 262.0 112.0 595.0
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The results in the table shows that by random
classification, through endless trials, 185 (0.9+1.8+45.8
+115.4+21.1) respondents, or 31.1 percent of the total
sample, would be predicted correctly to the group he ac-
tually belonged. The result obtained showed that all of
the four a priori definitions had a better predictive
power than the random classification of respondents. How-
ever, as less than 50% of respondents would be assigned
correctly in each of the four definitions, there seemed
not much relationship existed between respondents using
the four definitions of social class and their media be-
haviour.3
3.2 Cross Tabulation of all 595 respondents' additional
data with the a priori social class classifications
Though the discriminant analysis showed not much
significant relationship between the various a priori de-
fined groups and their overall media behaviour, it is
useful to see whether these various groupings had signifi-
cant behaviour on other items. The Cross Tabulation Pro-
gram was used for this purpose.
Cross Tabulations were run using each of the four
definitions and various media and product usage type quest
ions. Many tabulations revealed no significant relation-
3Assuming our equal weighting and assignment of
levels are appropriate.
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ships between the social class groups and their media and
product usage behaviour.
Those variables which showed some existing trends
are shown in Table 3.6. The results shown are those using
Warner's Definition because this definition had the best
predictive power and the results for other definitions
were similar. In Table 3.6, the numbers represent the
percentages of respondents who were exposed to certain
media represented by the word or percentages of households
who had owned a certain product.
TABLE 3.6
MEDIA AND PRODUCT USAGE BEHAVIOUR OF WARNER'S CLASS GROUPS
U-Middle Middle L-Middle LowerUU we
Class Class ClassClass Class
(1) Radio 12.1 6.121.7 2.7 5.4
(2) Television 47.8 17.6 14.327.3 25.5
(3) Movies 44.1 43.268.4 60.992.3
(4) Newspapers 69.7 67.973.9 50.4 32.1
(5) Magazines 8.0 0.018.2 14.639.1
(6) Brandy 15.2 13.3 9.9 7.134.8
(7) Typewriter 47.8 24.8 7.139.4 38.8
49.182.6- 66.7(8) Camera 25.032.8
(9) Motor-car 13.3 6.5 4.565.2 15.2
3The first row shows the percentages of respondents
in each group who had listened to Commercial Radio English
in the past seven days. The second row shows the percent-
ages of respondents who had watched TVB Pearl in the past
seven days. The third row shows the percentages of re-
spondents who had most recently seen an English-speaking
film. The outputs for these three rows are shown in
Appendix E-1.
The fourth row of the table shows the percentages
of respondents in each group who read newspapers everyday.
The fifth row shows the percentages of respondents who
read magazines at least 3-4 times a week. The sixth row
shows the percentages of respondents who had drunk brandy
in the past month. These outputs are shown in Appendix
T'E'-Z.
Each. of the last three rows in the table shows the
percentages of households in each group who had owned the
specified product. These outputs are shown in Appendix
E-3.
The results of Table 3.6 shows that in almost every
case, the uppermost class group respondents have the high-
est percentages exposed to media and using products. Also,
the classes below the Upper Class have lower percentages
in a descending order. The only exception is that a higher
percentage of the Lower Class than the Lower-Middle Class
respondents had listened to Commercial Radio English in the
previous seven days. This may be because the lowest class
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group respondents stayed at home more and thus listening
to radio more often. However, there are only very slight
differences among the three lower class groups. Thus it
seemed that they do not have much differences in this media
behaviour variable.
The results in Appendix E-1 shows that a higher
percentage of upper class respondents had listened to
Commercial Radio English and had watched TVB Pearl in the
previous seven days. Also, more of the upper class group
respondents had most recently seen an English-speaking
film. Thus the upper class respondents here are more ex-
posed to the English communication media than the lower
class respondents.
The results in Appendix E-2 show a tendency for
the upper class respondents to read newspapers and maga-
zines more often, and drink more liquor than the lower
class respondents. In addition, the results in Appendix
E-3 show that more of the upper class group households
owned such luxury goods as cameras and motor-cars and
such business communication instruments as typewriters.
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3.3 Cluster Analysis of all 595 respondents
Cluster Analysis was utilized to classify the 595
respondents into groups. The variables used for classifi-
cation were the nineteen media behaviour variables. Thus
respondents in the same group had media behaviour habits
more similar to one another than to respondents in other
groups. Four and five cluster levels were selected for
analysis. The number of respondents in each group classi-
fied by cluster analysis are as follows:
4 cluster groups
Group 1--- 196 (Lower Class) 4
Group 2-- 283 (Upper-Middle Class)
Group 3---- 49 (Upper Class)







The cluster analysis identified the respondents in
each group. The results for the four and five cluster
groups are shown in Appendix E-4 and E-5 respectively.
4The classification of cluster groups into various
social class here would be illustrated in Section 3.5.
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3 . 4 DiscriminantAnalysis on the groups classified
by Cluster Analysis
Discriminantalyses were run on both 4 and 5
cluster groups , using the same nineteen media behaviour
variables as predictors . The hits and misses tables of
each are shownin Table 3 . 7 and 3 . 8 respectively.
TABLE3 . 7
HITS AND MISSES TABLE OF 4 + CLUSTERGROUPS
Actual Group
t`1 2 3
1 194 0 0 6
0 0 02 282Predicted
Group
490 1 23
4 0 02 59
Total 196 49 67283
TABLE3 . $







0 00 2 383
1 0 0 00 52
0 0 00 155
Total 4 o 15208 280 52
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The numbers predicted correctly for 4 and 5 cluster
groups were 584 and 591 or 98.2 percent and 99.3 percent
respectively. The results thus show that the groups made
up by the cluster analysis of people having similar media
behaviour are true groups rather than an antifacts of the
cluster analysis procedure.
3.5 Cross Tabulation of all 595 respondents using groups
from the Cluster Analysis by the data
Because the discriminant analysis revealed that the
5 cluster groups are classified a little bit better than 4
cluster groups, cross tabulations were run on the 5 cluster
groups first. However, the tables show that similar be-
haviour existed between Group 4 and Group 5. As there were
only 15 respondents in Group 5, cross tabulations were run
again on the 4 cluster groups and were used for analysis
here.
First, the 4 cluster groups were tabulated against
the respondents' demographics. This was done to see wheth-
er any significant trends of socio-economic factors existed
among the various groups. These tables are shown in Appen-
dix E-6 or E-10.
The summary is shown in Table 3.9 on page 35. In
this table, the column titles indicate the social class
group of each group according to the socio-economic factors,
which are shown as the row variables. The higher the social
class status, the more the respondents in the group satis-
fied the row statement. The number in the table represents
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the group number formed from cluster analysis.
TABLE 3.9
THE SOCIO-ECONOMIC TRENDS OF VARIOUS GROUPS
Upper- Lower-
Upper Middle Middle Lower
More could read English 42 13
Higher occupational status 42 13
Higher education level 42 13
Higher average income 42 13
More residing in single-flats 42 13
Thus from the results shown above, Group 3 can be
classified as the uppermost social class group, followed
by Group 2, then Group 4, with Group 1 being the lowest
social class group.
In the analysis that followed, Group 3 was named
the Upper Class, Group 2 the Upper-Middle Class, Group 4
the Lower-Middle Class and finally, Group 1 the Lower
Class.
Cross tabulations were then run with the various
media behaviour and product usage variables as the column
variables. The summary of the more significant results
are shown in Table 3.10 in a format similar to that shown
in Table 3.5. The only exception is that the column tit-
les new are represented by the various social classes.
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TABLE 3.10
THE MEDIA BEHAVIOUR AND PRODUCTS OCCUPANCY
OF VARIOUS GROUPS
Upper- Lower-
Upper Middle Middle Lower
1.1(1) Chinese newspapers 43.1 14.955.1
(2) English newspapers 12.2 10.2 1.5 1.0
(3) Weeklies 18. o24.5 6.1goo
(4) Magazines 24.5 14.5 0.59.0
(5) Movies 47.4 18.291.3 53.4
(6) Travelling 14.3 10.7 4.5 2.6
(7) Typewriter 44.9 23.9 15.832.5
(8) Motor-Car 18.4 14.1 6.0 5.6
(9) Air-conditioner 20.4 15.0 2.07.5
(10) Tape-recorder 69.4 44.852.7 37.2
In Table 3.10 the first row shows the percentages of
respondents in each group who had read at least two Chinese
newspapers the day before the survey and the second row the
percentages of those who had read at least one English news-
paper the day before. These outputs are shown in Appendix
E-11.
The third row shows the percentages of respondents
in each group who had read at least two weeklies in the
week before the survey. The fourth row shows the percent-
ages of respondents who had read magazines at least three
to four times a week. These outputs are shown in Appendix
E-12.
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The fifth row shows the percentages of respondents
in each group who had most recently seen an English-speaking
film and the sixth row shows the percentages who had travel-
led outside Hong Kong by air. These outputs are shown in
Appendix E-13.
Each of the last four rows in the table shows the
percentages of households in each group who owned that pro-
duct. These outputs are shown in Appendix E-14.
The results in Table 3.10 show a tendency for upper
class respondents to read more newspapers and magazines and
to read them more often than lower class respondents. The
results also reveal that the upper class respondents tended
more to watch English-speaking films and read English news-
papers. They also owned more luxurious products and travel-
led more by air.
3.6 Discriminant Analysis on the 284 respondents assigne
to groups according to the various definitions
Discriminant analyses were again run on the four
definitions, similar to those in Section. 3.1. This time,
however, only the 284 respondents who gave out complete
information were used instead of all 595 respondents.
The hits and misses tables obtained for each
definition are shown in Table 3.11 to 3.14, in the order
of the Philippine's, Warner's, Rich & Jain's, and Mathews






1 4 1 02
2 21 273Predicted
Group 40 4223 98
4 0 12 419
Total 119 859 71
Those who were being predicted correctly





1 6 01 23






Those who were being predicted correctly






RICH AND JAIN'S DEFINITION
Actual Group
1 12 3 5
1 4. 1 023
1 19 62 1 3Predicted
Group
1622 183 5 57
4 0 13 122 2
0 12 43125 30
Total 10 44lo8 6458
Those who were being predicted correctly
4+ 19+ 57+ 12+ 43= 135 or 47.5% of the total sample.
TABLE 3.4
MATHEWS AND SLOCUM'S DEFINITION
Actual Group
21 4 53
1 0 1 09 3
8 02 22 27Predicted
Group
111 11 1213
82424 7 36 3
80 1 625
Total 104 1024 73 73
Those who were being predicted correctly
9+ 22+ 21+ 82+ 6= 140 or 49.3% of the total sample.
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Thus, by using the 284 respondents instead of all
595 respondents, the possibility that a person could be
assigned to the social class group he actually belongs to
ranged from 47.5 percent to 56.9 percent, according to the
various a priori definitions. This was better than the
results obtained by using all 595 respondents.
A random hits and misses table was again done
here to compare the results to a random classification of
respondents into various groups. Again the number of
respondents in each group corresponded to Warner's Defini-




1f Total1 2 53
0.3 0.6 1.71 2.6 3.8 9.0
8.10.6 1.3 19.02 3.65.4Predicted
Group
15.4 81.o2.6 23.15,4 34.53
8.1 121.023.03.8 31. 5 51.6
15.11.7 10.323.03.6 54.05
Total 81,o 121. C19.0 54. o 284.o9.0
The procedure for calculating the numbers in
Table 3.15 was the same as that in Table 3.5. The results
in this table shows that by random classification, 86.6
(0.3+1.3+23.1+51.6+10.3) respondents, or 30.5 percent of
4
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the total sample, would be predicted correctly to the
group he actually belonged. Again the result here shows
that all of the four a priori definitions had a better
predictive power. However, the predictive power of the
four definitions still reveals that not much significant
relationship existed between the respondents between
respondents using the four definitions of social class
and their behaviour.
3.7 Cross Tabulation of the 284 respondents' additional
data with the a priori social class classifications
Cross tabulations were than run to see whether
various groups formed by each definition had any signifi-
cant differences among them in their behaviour toward
certain specific items. The results reveal that all four
definitions showed similar behaviour. Here, only the
results from the Philippine's Definition are shown, which
shows a better discriminative power than the other three
definitions. These results are shown in Table 3.16, in a
format similar to that in Table 3.6.
The first row in Table 3.16 shows the percentages
of respondents in each group who watched TVB Pearl in the
past seven days before the survey. The second row shows
the percentages of respondents who read newspapers every-
day and the third row the percentages of respondents who
read magazines everyday. These outputs are shown in
Appendix F-l.
The fourth row shows the percentages of respondents
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in each group who had travelled outside Hong Kong within
the past six months before the survey. This output is
shown in Appendix F-2.
Each of the last five rows in the table shows the
percentages of households in each group who had owned the
specified product. These outputs are shown in Appendix F-3.
TABLE 3.16
MEDIA AND PRODUCT USAGE BEHAVIOUR OF
THE PHILIPPINE'S CLASS GROUPS
Middle L-Middle Lower
Class Class Class Class
(1) Television 66.7 17.631.0 12.9
(2) Newspapers 100.0 63.9 48.277.5
(3) Magazines 22.2 8.5 1.7 1.2
(Li) Travelling 4.2 2.555.6 1.2
(5) Refrigerator 100.0 87.3 79.0 74.1
(6) Record-player k7.177.8 52.1 36.3
(7) Air-conditioner 88.9 18.3 7.6 3.5
(8) Tape-recorder L40.388.9 62.0 38.8
(9) Camera 100.0 50.7 21.235.3
The results in Table 3.16 show that the upper class
respondents had a tendency to read newspapers and magazines
more frequently, to travel by air more often and to own
more luxurious goods than the lower class respondents.
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3.8 Cluster Analysis of the 284 respondents
Cluster analyses were again run to classify the 284
respondents into 4 and 5 groups, using the same nineteen
media behaviour variables. The numbers of people in each
group classified by cluster analysis are as follows. The
computer outputs are shown in Appendix F-4 and F-5 respec-
tively,
+ cluster groups
Group 1 97 (Lower Class)5
Group 2 26 (Upper-Middle Class)
153 (Lower-Middle Class)Group 3







3.9 Discriminant Analysis on the groups classified
by Cluster Analysis
Discriminant analyses were then run on both the
4 and 5 cluster groups, using the same nineteen media
behaviour variables as predictors. These two ”hits and
5The classification of cluster groups into various
social class here would be illustrated in Section 3.10.
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misses" tables are shown in Tables 3.17 and 3.18 respec-
tively.
The tables show that only two respondents and one
respondent were predicted incorrectly in the 4 and 5 groups
cluster analysis respectively. Thus the groups were classi-
fied well among themselves in both cases.
TABLE, 3.17
"HITS AND MISSES TABLE" OF 4 CLUSTER GROUPS
Actual Group
1 42 3
l 0 0 097
02 1 025Predicted
Group
0 1 152 03
4 0 0 0 8
Total 81532697
TABLE 3.18
HITS AND MISSES TABLE OF 5 CLUSTER GROUPS
Actual Group
Lf1 2 53
0 0 0 01 97
00 00 192Predicted
Group
153 0 00 13
0 800 0
00 00 65
Total 153 8 62097
45
3 . 10 Cross Tabulationof the 284 respondentsu ing groups
from the Cluster Analysis by the data
The results from discriminant analysis show that
classificationsnto 4 or 5 groups were both suitable .
However , by looking at the numbers of populationin each
group , it can be seen that Group 5 in the 5 cluster groups
was actually taken out from Group 2 of the 4 cluster groups
and formed a group by itself . As the number of respondents
in Group 5 was only 6 , or about 2 percentof the total
sample , the four cluster groups were used instead of the
five cluster groups in the following analysis .
First , the 4 cluster groups were tabulated against
the respondents' demographicsin order to find out the
socio - economicstatus of each group . These tables are
shownin AppendixF - 6 to AppendixF - 10 .
The summaryof these tables is shown in Table 3 . 19
with the format exactlythe same as in Table 3 . 9 .
TABLE3 . 19
THE SOCIO - ECONOMICTRENDS OF VARIOUS GROUPS
Upper- Lower-
Upper Middle Middle Lower
More could read English 4 2 13
4Higher occupational status 2 13
4Higher education level 2 13
4Higher average income 2 13
4More residing in single flats 123
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From the resultsin Table 3 . 19 , Group 4 can thus be
classified as the uppermost social class group , followed
by Group 2 , then Group 3 , with Group 1 as the lowest social
class group .
In the following analysis , Group 4 was considered
as the Upper Class , Group 2 the Upper - Middle Class , Group 3
the Lower - Middle Class and finally , Group 1 the Lower Class .
The summary of the results obtained from cross
tabulation against the media behaviour and products occu -
pancy is shown in Table 3 . 20 . The layout and the explana-
tion of each row title are exactly the same as that in
Table 3 . 10 . These outputsare shown in AppendixF - 11 to
F - 14.
TABLE3 : 20
THE MEDIA BEHAVIOUR AND PRODUCTS OCCUPANCY
OF VARIOUS GROUPS
Upper - Lower -
Upper Middle Middle Lower
( 1 ) Chinesenewspapers 46. 4 7 . 250. 0 50. 0
( 2 ) English newspapers 10. 511. 5 2 . 137. 5
( 3 ) Weeklies 164,19. 237. 5 7 . 2
( 4 ) Magazines 100. 0 6 . 5 0 . 023. 0
( 5 ) Movies 85. 7 84. 6 41. 951. 8
( 6 ) Travelling 62. 5 15. 4 10. 6 5 . 2
( 7 ) Typewriter 10. 329. 475. 0 34. 6
( 8 ) Motor- car 19. 225. 0 11. 8 5 . 2
62. 5( 9 ) Air - conditioner 13. 7 1 . 023. 1
( 10 ) Tape - recorder 75. 0 57. 7 50. 3 36. 1
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The results in Table 3.20 show that the upper class
respondents tended to read more newspapers and magazines.
They watched more television channels and English films
more frequently. Also, they travelled more by air and
owned more luxurious goods than the lower class respondents.
3.11 Summary
In this chapter, the sequences and details of various
techniques used for analysis were shown. The more signifi.
cant results used for analysis were extracted out and the
preliminary analysis of results for the various individual
steps were also indicated. The overall discussion of these
results is found in Chapter 4.
Two approaches are used for analysis. One of them
uses all 595 respondents and the other uses only 284 of
them. These two approaches are also evaluated in Chapter 4.
4*0 DISCUSSION OF RESULTS
4.1 Overall Discussion of Previous Results
From the foregoing analysis, it can be seen that the
various selected definitions of social class suggested by
researchers outside Hong Kong did not have much relation-
ship with the Hong Kong communication media behaviour. By
obtaining information about the media behaviour of a person,
only about half of the time would he be correctly assigned
to the social class group he actually belongs to, according
to the various a priori definitions.
However, by first clustering those respondents with
similar media behaviour into groups and then investigating
their demographics and product occupancy, it can be seen
that the Hong Kong respondents can actually be segregated
into four social class groups. The upper class respondents
read more newspapers and magazines and went to movies more
frequently than the lower class respondents. A higher per-
centage of them understood English and had travelled outside
Hong Kong by air. Also a larger portion of them owned more
luxurious products than the lower class group respondents.
Two approaches were used in the above analysis. One
used all the 595 respondents, while the other one used only
those respondents who gave an answer for household income,
an occupation besides housewife and student, and other
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necessary personal information. A comparison of results
obtained from these two approaches are shown in section 4.2
to see which of them gives a more satisfactory result.
4.2 Comparison of results obtained using all 595
respondents and the 284 respondents
who gave complete information
First, a comparison between demographics of respond-
ents in each group using the two sets of data were put down,
one using all 595 respondents, the other one using only 284
respondents. The sample percentage in the last row of the
tables is the percentage of respondents of the total sample
that satisfied the statement described in each part.
(A) The percentages of respondents in each class group who
could read English are shown in Table 4.1.
TABLE 4.1
ENGLISH READING ABILITY
Data set with Data set with
284 respondents 595 respondents
Upper Class 87.5 55.1
Upper-Middle Class 48.150.0
Lower-Middle Class 41.8 47.8
Lower Class 17.324.7
Sample Percentage 38.0 38.5
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(B) The percentages of respondents in each class group
who were professionals, businessmen and white collar
workers are shown in Table 4.2.
TABLE 4.2
OCCUPATIONAL STATUS
Data set with Data set with
284 respondents 595 respondents
Upper Class 87.5 26.5
Upper-Middle Class 38.4 20.5
Lower-Middle Class 34.0 9.0
Lower Class 12.4 3.5
Sample Percentage 28.4 14.1
(C) The percentages of respondents in each class group
who had at least some secondary schooling are shown
in the following table:
TABLE 4.3
EDUCATION LEVEL
Data set with Data set with
284 respondents 595 respondents
Upper Class 87.5 61.2
Upper-Middle Class 66.4 55.5
Lower-Middle Class 56.2 31.3
Lower Class 33.0 31.6
Sample Percentage 45.450.0
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(D) The percentages of respondents in each class group
whose household income exceeded $1,000 per month are
shown in Table 4.4.
TABLE 4.4
MONTHLY HOUSEHOLD INCOME
Data set with Data set with
284 respondents 595 respondents
Upper Class 100.0 87.6
Upper-Middle Class 80.8 73.1
Lower-Middle Class 69.3 67.2
Lower Class 57.7 57.1
Sample Percentage 67.2 65.7
(E) The percentages of respondents in each class group
who either occupied a single flat or lived in a
multi-household flat are shown in Table k.5.
TABLE 4.5
ACCOMMODATION TYPE
Data set with Data set with
284 respondents 595 respondents
Upper Class 100.0 72.9
Upper-Middle Class 65.4 65.1
Lower-Middle Class 60.1 54.3
39.2Lower Class 44.4
Sample Percentage 54.6 57.8
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In the comparison above, the sample percentages
were taken which approximately consisted of 50 percent of
the people, except for the variable occupation, where only
those who were white collar workers or above were included.
The comparison shows that a wider spread of per-
centages existed between the groups of 284 respondents.
Thus it seems to reveal that the 284 respondents data set
gave a better distinction between the social class groups.
Again, a comparison was made between the media
behaviour of respondents in each group using the two sets
of data.
(F) The percentages of respondents in each class group who
had listened to one Chinese radio channel the day
before are shown in Table 4.5.
TABLE 4.6
BEHAVIOUR TOWARDS CHINESE RADIO CHANNELS
Data set with Data set with




Lower Class 27.8 25.5
Sample Percentage 31.132.7
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(G) The percentages of respondents in each class group
who had listened to at least one English radio channel
the day before are shown in Table 4.7.
TABLE 4.7
BEHAVIOUR TOWARDS ENGLISH RADIO CHANNELS
Data set with Data set with
284 respondents 595 respondents
Upper Class 12.5 6.1
Upper-Middle Class 6.03.8
Lower-Middle Class 4.57.2
Lower Class 3.1 2.0
Sample Percentage 4.55.6
(H) The percentages of respondents in each class group
who had watched two television stations the day before
are shown in Table 4.8.
TABLE 4.8
BEHAVIOUR TOWARDS TELEVISION STATIONS
Data set with Data set with
284 respondents 592 respondents
Upper Class 100.0 79.6
Upper-Middle Class 80.8 70 .3
Lower-Middle Class 69.3 76.1
Lower Class 67.0 64.3
Sample Percentage 69,770.4
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(I) The percentages of respondents in each class group
who had read at least three Chinese newspapers the
day before are shown in Table 4.9.
TABLE 4.9
BEHAVIOUR TOWARDS CHINESE NEWSPAPERS
Data set with Data set with
284 respondents X95 respondents
Upper Class 50.0 55.2
Upper-Middle Class 43.150.0
Lower-Middle Class 46.4 14.9
Lower Class 4.17.2
Sample Percentage 28.033.4
(J) The percentages of respondents in each class group
who had read at least one English newspaper the
day before are shown in Table 4.10.
TABLE 4.10
BEHAVIOUR TOWARDS ENGLISH NEWSPAPERS
Data set with Data set with
284 respondents 595 respondents
Upper Class 12.237.5
Upper-Middle Class 11.5 10.2
Lower-Middle Class 10.5 1.5
Lower Class 2.1 1.0
Sample Percentage 8.5 6.4
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(K) The percentages of respondents in each class group who
had read at least two weeklies within the past week
are shown in Table 4.11.
TABLE 4.11
BEHAVIOUR TOWARDS WEEKLIES
Data set with Data set with
284 respondents
respondents
Upper Class 24. 437.5
Upper-Middle Class 19.2 18.1
Lower-Middle Class 16.4 9.0
Lower Class 6.17.2
Sample Percentage 14.1 13.6
(L) The percentages of respondents in each class group who
had read at least three monthlies within the past month
are shown in Table 4.12.
TABLE 4.12
BEHAVIOUR TOWARDS MONTHLIES
Data set with Data set with
284+ respondents 595 respondents
Upper Class 62.5 53.0
Upper-Middle Class 21.650.0
Lower-Middle Class 15.7 19.4
Lower Class 13.4 6.6
Sample Percentage 19.7 19.0
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(M) The percentages of respondents in each class group
who had seen a movie within the past seven days are
shown in Table 4.13.
TABLE 4.13
BEHAVIOUR TOWARDS MOVIES
Data set with Data set with
284 respondents 595 respondents
Upper Class 46.937.5
Upper-Middle Class 46.2 9.9
Lower-Middle Class 11.8 16.4
Lower Class 17.5 13.3
Sample Percentage 17.6 14.8
(N) The percentages of respondents in each class group
who go to cinemas at least once in two weeks are
shown in Table 4.14.
TABLE 4.14
BEHAVIOUR TOWARDS FREQUENCY OF WATCHING MOVIES
Data set withData set with
595 respondents284 respondents
Upper Class 62.5 100.0
Upper-Middle Class 100.0 14.8
Lower-Middle Class 17.0 19.4
Lower Class 11.3 5.1
Sample Percentage 23.9 19.2
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Again, the comparisons above show that a better
spread of percentages existed between the groups of 284
respondents than between the groups of 595 respondents.
It also shows that the upper class respondents were more
exposed to the media of radios, televisions, newspapers
and magazines, with the exception of movies.
4+.3 Extraction of the more significant variables in
segmenting _the social classes
The most significant of the 44 variables were se-
lected using the F-statistic calculated for the test of
homogeneity of group means in the discriminant analysis
calculations. These 44 variables were those which could
be put in an interval-scaled form and with a minimum of
10 percent and 20 percent difference between the behaviour
of the uppermost class group and lowermost class group of
all 595 respondents and the 284 respondents who gave com-
plete information respectively. This was because the 284
respondents group gave a wider spread of behaviour. The
44 variables used are shown in Appendix G.
The F-statistic was used to see whether or not the
several group mean values of each variable were signifi-
cantly different from each other. The higher the F ratio,
the more significant were the several group means different
from one another. The variables in each group with a F_
ratio of greater than 9 are shown in Table 4.15 and 4.16,
in a descending F-ratio value.
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TABLE 4.15
THE GROUP WITH 595 RESPONDENTS
Variable F-ratio
1 Had read Chinese newspapers in the day
before the survey 239.63
2 Had ever read a newspaper 189.11
3 Number of Chinese newspapers read in the
day before the survey 89.14
4 Had most recently seen an English-speaking
movie 63.43
5 Could read Chinese 48.21
6 Number of monthlies read within the past month 26.72
7 Had ever read a magazine 26,32
8 Had read monthlies within the past month 24.91
g Occupation 22.25
10 Had read weeklies within the past week 20.91
11 Could read English 20.51
12 Had read Sing Tao Man Pao in the day before
the survey 20.36
13 Number of weeklies read within the past week 16.39
14 Accommodation type 11.96
15 Had drink brandy within the past month 11.80
16 Education level 10.89
17 Read Sing Tao Yat Pao in the day before the
survey 10.19
18 Had read newspapers in the day before the
survey 9.79
19 Owned an air conditioner at home 9.55
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TABLE 4.16
THE GROUP WITH 284 RESPONDENTS
Variable F-ratio
1 Had read Chinese newspapers in the day
before the survey 65.48
2 Had ever read a newspaper 35.96
3 Number of Chinese newspapers read in the
day before the survey 28.66
4 Had most recently seen an English-speaking
movie 19.70
5 Occupation 15.26
6 Number of English newspapers read in the
day before the survey 13.63
7 Had read Sing Tao Man Pao in the day before
the survey 13.19
8 Owned an air conditioner at home 13.00
9 Had read newspapers in the day before the
survey 12.97
10 Could read Chinese 11.02
11 Had read monthlies within the past month io.48
12 Owned a camera at home 10.05
13 Had drank brandy in the past month 9.77
14 Accommodation type 9.61
15 Had ever travelled by air outside Hong Kong 9.60
16 Number of monthlies read within the past month 9.36
Then, discriminant analyses were run again, using
the variables above as the predictors. The two hits and
misses tables are shown in Tables 4.17 and 4.18.
60
TABLE 4 .17
HITS AND MISSES TABLE OF 595 RESPONDENTS GROUP
Actual Group
1 42 3
1 152 6 1 9




Total 196 49 67283
TABLE 4.18
HITS AND MISSES TABLE OF 284 RESPONDENTS GROUP
Actual Group
1 2 43




4 1 0 5 3
Total 97 815326
Thus those that were predicted correctly in the 595
respondents group were 152+ 257+ 12+ 26= 447 or 75.1%
of the total sample. Similarly in the 281+ respondents
group, the number of respondents who were predicted cor-
rectly were 69+ 11+ 135+ 3= 218 or 76.8°, of the sample.
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4.4 Overall evaluation of the approaches using 595 res-
pondents and 284 respondents for the analysis
From the above analysis, it is shown that the results
obtained by using only the 284 respondents class group were
slightly better than using all 595 respondents. This subset
of the data showed a better spread of behaviour among the
various groups and a higher predictive power of the actual
group the respondents belonged to.
However, all of the above reveal that behaviour pat-
terns were very similar among the two data sets. The trends
of behaviour within the two approaches were practically the
same. Thus, although the approach using the 284 respondents
gave slightly better results, there is not much different
which approach is used. Moreover, if the 284 respondents
group approach were used, then 311 more respondents from the
original data would have had to be dropped out, and this was
not desirable.
The above F ratios also reveal that for most vari-
ables, the group means of the various class groups were more
significantly different from each other in the 595 respond-
ents group than the 284 respondents group.
Finally, in the 284 respondents group the distribu-
tion of respondents in the 4 class groups from the upper-
most class to the lowermost class was 82 26, 153 and 97 re-
spectively. As there were only 8 respondents representing
the uppermost class, or 2.8 percent of the sample, they
might upset the results obtained. Thus the 595 respondents
group was a more reliable approach to be used.
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4.5 Media Behaviour and Demographics of groups differed
in the degree of usage of various drinks
Some work was also done to investigate the media be-
haviour and demographics of various groups of respondents
which were differed in the degree of usage of various drinks.
Cluster analysis was used to segregate the respondents
into three groups. The variables used as input variables
were the questions concerning whether or not the respondents
had drunk any of the 15 drinks in the previous month. These
15 drinks are health drinks, sweetened condensed milk,
evaporated milk, milk powder, instant coffee, beer, brandy,
whisky, stout, blackcurrant drinks, essence of chicken,
cola-flavoured soft drinks, organe-flavoured soft drinks,
lemon-lime soft drinks and soya-bean flavoured soft drinks.
The number of respondents being classified in each of the
three groups were 263, 156 and 176.
Discriminant analysis was then run on these 3 groups,
using the same 15 drinks usage variables as predictor vari-
ables. The hits and misses table is shown in Table 4.19.
TABLE 4.19









The number of respondents being predicted correctly
was (250+ 154+ 170=) 574 or 96.5% of the total sample.
The result showed a very good predictive power of the 15
variables, and that the three groups are truely different
from each other.
Cross tabulations were then run to see the drinks
usage behaviour of members in each group. The more sig-
nificant results are shown in Table 4.20. The number in
the table represents the percentages of respondents in
that group who had taken up that drink in the previous month.
TABLE 4.20
DEGREE OF USAGE OF VARIOUS DRINKS
Group l Group 2 Group 3
Beer 26.37.6 31.3
Brandy 11.5 20.55.7
Whisky 1.5 6.4 9.7
Blackcurrant Drinks 6.8 21.030.1
Cola-flavoured Drinks 27.8 95.5 31.3
Orange-flavoured Drinks 14.8 8.579.5
Lemon-lime flavoured Drinks 6g.9 4.59.1
Soya-bean flavoured Drinks 8.7 69.9 13.6
In the above table, the various drinks can be
classified into 2 groups, strong drinks and soft drinks.
Strong drinks consist of beer, brandy and whisky, while
the other five types are soft drinks. These outputs are
shown in Appendix H-1 and H-2.
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From these results, Group 3 respondents are obvi-
ously heavy users of strong drinks, with Group 2 respond-
ents the medium users and Group 1 respondents the light
users. Also, Group 2 respondents are the heavy users of
soft drinks, while both Group 1 and Group 3 respondents
are moderate users.
Cross tabulations were then run on the demographics
of respondents in each group. Only the results of the more
significant ones are shown. The numbers in the tables
represent the percentages of respondents in the corre-
sponding groups.
The summary of the occupation of respondents in each
group is shown in Table 4.21. In this table and those that
follow, Group 1 was named others, Group 2 was named




Professionals White Blue Total
Executives collars collars Students sample
Others 1.9 20.9 2637.6 31.2
Soft-drinks
users 14.8 28.9 1563.2 33.3
Strong-drinks
users 6.2 11.4 13.1 17635.8
Table 4.21 shows that students and white-collar
workers are heavy users of soft drinks, while professionals,
executives and blue-collar workers are heavy strong-drinks
users.
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The summary of the age of respondents in each group
is shown in Table 4.22. Here, it is shown that most heavy
strong-drinks users feel into the age group of 25 to 39
years old, while the heavy soft-drinks users were below




24 and below 25-39 40 and above sample
Others 22.1+ 41.536.1 263
Sof t-drinks users 63.5 21.9 14.6 156
'46.0Strong-drinks users 31.8 22.2 176
The summary of the income of the respondents is
shown in Table 4.23. It can be seen the group of heavy




below $800 $80041400 above $1400 sample
Others 22.0 26333.0 32.7
Soft-drinks users 16.6 15634.2 37.2
Strong-drinks users 13.7 17632.4 50.0
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Thus, the results revealed that the target market
of the strong drinks such as beer, brandy and whisky were
the professionals and blue-collar workers with higher
household incomes and middle-aged consumers. At the same
time, the target market of soft drinks were those students
and white-collar workers, at an age below 25 with medium
household income.
Cross tabulations were then run to investigate the
media behaviour of respondents in each group. Again, only
the more significant results are extracted and are summa-




Radio Television Newspapers sample
Others 40.714.8 45.2 263
Soft-drink users 22.4 60.9 15659.0
47.2Strong-drink users 14.2 66.5 176
In Table 4.24, the numbers under the column titled
radio are the percentages of respondents the groups who
had listened to at least two radio channels in the day
before the survey. Those under the column titled tele-
vision are the percentages of respondents in the groups
who had watched at least two television stations the day
before the survey. The numbers in the last column are the
percentages of respondents in the groups who had read at
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least one newspaper the day before. These outputs are
shown in Appendix H-3.
The results show that soft-drink users were more
exposed to radio and television, while strong-drink users
were more exposed to the media of newspapers.
4.6 Summary
This chapter showed that using all 595 respondents
as data was a more appropriate approach for analysis. The
F-statistic for the test of homogeneity of group means was
also calculated in the chapter. This enabled the more
important variables for segregating the various groups to
be extracted to give a local definition of social class.
The respondents were also segregated into three
groups according to how much of various drinks they con-
sumed. One of the groups was classified as the heavy
strong drinks users group and the other the heavy soft
drinks users group. It was found that the soft drinks
users were mainly students and white-collar workers. Most
of them were below twenty-five years of age and of the
medium income group. Most of heavy strong drinks users
were blue-collar workers and professionals. They had
higher household incomes and were of medium age.
The Definitions of Social Class in Hong Kong are
stated in Chapter 5, together with the findings about the
media behaviour of the various social class groups and the
conclusions.
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5.0 C014CLUS IONS AND RECOMMENDATIONS
5.1 The findings about the media behaviour of various
social class groups in Hong Kong
Table L+.17 shows that by using the nineteen variables
with the highest F-ratio, the percentage of the respondents
correctly assigned to the groups was 75.1%. This figure
reveals that the predictive power of these nineteen variables
was quite good.
Thus, these nineteen variables were then examined more
closely in'order to come up with a social class definition in
Hong Kong.
The mean value of these 19 variables was also cal-
culated to come up with the average behaviour of the popu-
lation in each group.
The results are summarized in the following categories:
(1) Newspaper
The two upper class groups read newspapers more fre-
quently than the other groups. About ninety percent of them
have read newspapers the day before the survey and on the
average, they read more than one newspaper. They read Sing
Tao Man Pao and Sing Tao Yat Pao more frequently.
The Lower-Middle Class group read newspapers less
frequently. Less than half of them had read a newspaper in
the day before.
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For the Lower Class group, only about one out of ten
persons read newspaper the day before the survey.
(2) Magazines
(a) The average number of weeklies read by respondents
within a week in each group from the uppermost class
to the lowest class are as follows:
10.4 7.1 2.45.1
(b) The average number of monthlies read by respondents
within a month in each group from the uppermost class
to the lowest class are as follows:
2.3 1.2 1.0 0.7
(3) Movies
Over eighty-five percent of respondents in the Upper
Class group had most recently seen an English-speaking film
compared to only four percent of respondents in the Lower
Class group did the same thing.
(4) Demographics
(a) Education Level
The Upper Class group respondents had generally a
higher educational level, and on the average, they had
schooling beyond primary school.
The Upper Middle Class group respondents had an
average education level of completing primary school.
The two lower class groups had only some primary
schooling on the average.
Also, only about sixty-three percent of the Lower
Class group respondents could read Chinese and only
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seventeen percent could read English, while respondent..
in the other three class groups could read Chinese and
50% could read English.
(b) Occupation
More of the upper class respondents were white-collar
workers than the lower class respondents.
(5) Products Ownership
The percentage of respondents who used L.P. Gas at
home from the uppermost to the lowermost class groups are:
75.5% 55.8% 35.8% 37.8%
The percentage of respondents who owned an air
conditioner at home are:
7.5%20.4% 15.2% 2.0%
5.2 The Definition of Social Classes in Hong Kong,
with special emphasis on their media behaviour
As a result of this study, the definition of Social
Class in Hong Kong can be stated as follows:
(1) Upper Class
The adults read newspapers almost daily. They read
more than ten weeklies each week and read more than two
monthlies each month on the average. They mostly see English
speaking films. Most of the adults have at least some secon-
dary schooling. Nearly all of them read Chinese and half of
them read English. They probably use L.P. Gas at home and
some own an air-conditioner.
(2) Upper-Middle Class
The adults read newspapers almost daily. They read
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about seven weeklies each week and one monthly each month.
They do not see English-speaking films very often. On the
average, they have education beyond some primary schooling.
Almost everyone of them read Chinese and half of them read
English. A lot of them use L.P. Gas as one of the fuels used
at home.
(3) Lower-Middle Class
The adults do not read newspapers and magazines very
often. They read about five weeklies each week and one
monthly each month. They do not see English-speaking films
very often. Most of them have only primary schooling. Most
of them could read Chinese and some could read English. They
rarely own an air-conditioner at home.
(4) Lower Class
The adults read newspapers and magazines very rarely.
Very few of them read English and they rarely see an English
speaking movie. They have very limited schoolings and very
few of them use L.P. Gas as fuel. Hardly any of them own an
air-conditioner.
53. The findings about the strong and soft drinks potential
market and proper promotion media to be used
The potential market of the strong drinks are the pro-
fessionals, executives and blue-collar workers. Most of them
have higher household incomes and the age of most users range
from 25-40.
The potential market of the soft drinks are the stu-
dents and white-collar workers. Most of them are below 25
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years of age and have a medium household income.
The most appealing media to the soft-drink users are
through radio and television, and the medium that should be
used to promote the strong drinks is newspaper advertisements.
5.4 The means of communication media to be considered when
transmitting messages to the Hong Kong people
In Hong Kong the means of communication media that
the most people are exposed to is television, followed by
radio and newspapers.
Among the television stations, TVB Jade is the most
popular one. About eighty percent of the population watched
this station everyday. This is followed by RTV Chinese, with
about forty-six percent of the population watched daily.
These two channels should be given consideration first when
trying to promote some products.
About sixty-four percent of Hong Kong people listened
to radio almost daily. Commercial Radio Channel 1 is the
most popular among the radio channels. About twenty-three
percent of the population listened to Commercial Radio Chan-
nel 1 daily.
Over fifty-three percent of Hong Kong people read
newspapers everyday. Among them, Sing Pao was the most
popular one, read by twenty percent of the population every-
day. This is followed by Sing Tao Man Pao, which was read
by more than seventeen percent of the population everyday.




The Hong Kong respondents can be segregated into
various social class groups, with the respondents in each
class group having similar media behaviour.
The upper-class respondents read more newspapers and
magazines, and are more exposed to the English-speaking
media. Thus, when trying to promote products to people in
the upper-class groups, advertising through newspapers and
magazines should be used. Sing Pao and Sing Tao Man Pao
should be given first consideration for advertising in news-
papers.
The lower-class respondents are not very much exposed
to the communication media considered. They probably use
the products after the upper-class respondents or their
neighbours have used the products. Thus large posters which
can be seen easily should be used when trying to promote
certain products to this group. They have a lower income
and lower education level. Therefore, the advertisements
used should stress price, acceptance by people and should be
easily interpreted.
In Hong Kong, the medium that appeals to most people
is television. Among the television channels, TVB Jade is
the most popular one. About eighty percent of population
watched this channel everyday. However, advertising through
television is very expensive. This medium should be care-
fully considered as to whether the cost could be justified
before television is used.
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The potential markets of strong drinks are the pro-
fessionals, executives and blue-collar workers. They are of
medium age and with higher incomes, and read more newspapers.
Thus advertising through newspapers should be used when
promoting strong drinks and should stress success, energy
and strength in order to be appealing.
The potential market of soft drinks are white-collar
workers and students, at an age below 25. They listen more
to radio and watched television more often. Thus, when
promoting soft drinks, these two media should be used and
the advertisements should give an image of growth, activity
and scholastic achievements in order to be appealing.
The above conclusions seemed quite consistent with
the opinions of the various local soft-drink and strong-drink
wholesalers and retailers.
A P P E N D I X A
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SURVEY RESEARCH HONGKONG LTD.
TEL. NO.: 276025/26
S. 840 MEDIA SURVEY
NAME OF RESPONDENT:
ADDRESS:
INTERVIEWER NO.: DATE OF INTERVIEW:
LENGTH OF INTERVIEW: ADD. CODE:
EDIT Card 1 (1)
Job No. 2 (2)
CODE Project No. 840 (3-5)
Q' naire No, (6-8)


















I would like to ask you some questions about the radio.
Yesla. Do you ever listen to 1 (15)
the radio? Nc 2(GO TO Q.2)
IF YES
Yesb. Did you listen to the 1 (16)
Noradio in the past 7 2(GO TO Q.2)
days or not?
IF YES
Commercial Radio Ic. Which stations did you 1 (17)
listen to in the past Commercial Radio II 1 (18)





Radio Villa Verde 1 (22)
Other stations 1 (23)
d. Did you listen to Yes 1 (24)
radio yesterday or No 2(GO TO Q.2)
not?
IF YES
Commercial Radio Ie. Which stations did you (25)






Radio Villa Verde (30)
Other stations (31)
Now I would like to ask you some questions about
television.
2a. Do you have a Yes 1 (32)
Notelevision set in 2(GO TO Q.3)
your home, or not?
IF YES
RTVb. Does your set at
present, receive the




c. Is the quality of Very good 1 (33)
reception for 2Quite good
Rediffusion Television, Average 3
new station good or Quite bad 4
bad?
Very or quite?
TVBd. Does your set at
present, receive the
Yes Aprogrammes of
No B(GO TO Q.2f)Television Broadcasts
Ltd.?
IF YES
e. Is the quality of 1 (34)Very good
reception for 2quite good
Television Broadcasts Average 3
Ltd. good or bad? tfQuite bad
Very badVery or quite? 5
ALSO CODE
RTV only 1 (35)
TVB only 2
Both stations 3
f. Do your sets receive Black and white only 1 (36)
black and white only, Colour 2
or can any of them
receive colour TV
also?
3. Do you yourself ever Yes 1 (37)
watch television? No 2(GO TO Q.5a)
IF YES
ka. Have you watched Yes 1 (38)
Notelevision at all in (GO TO Q.5a) 2
the past seven days
or not?
IF YES
b. Which stations have 7 days
you watched to in the
TVB Jade 1 (39)past seven days?
TVB Pearl 1 (oo)
RTV Chinese 1 (41)
RTV English 1 (42)
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Yesterday
TVB Jade 1 (43)
TVB Pearl 1 (44)
RTV Chinese 1 (45)
RTV English 1 (46)
Now I would like to ask you some questions about
newspapers and magazines.
5a. Do you ever read Yep 1 (47)
newspapers or not? No 2(GO TO Q.6a)
IF YES
b. About how often do Everyday/almost
you read newspapers? everyday 1 (48)
3-4 times a week 2
1-2 times a week 3
1-2 times a month 4
Less often, D/K 5
6a. Do you ever read Yes 1 (49)
magazines or not? No 2(GO TO Q.7a)
IF YES
b. About how often do Everyday/almost
you read magazines? everyday 1 (50)
3-4 times a week 2
1-2 times a week 3
1-2 times a month 4
Less often, D/K 5
(INTERVIEWER: IF NEVER READ NEWSPAPER AND MAGAZINES
GO TO Q.9)
SHOW BOOKLET A
Yes7a. Did you read any 1 (51)
Chinese newspapers No (SKIP Q.7c) 2
yesterday?
Yesb. Did you read any 1 (52)




c. Which of these Chinese Yesterday
Notnewspapers have you /Sat.
read yesterday?



















Sing Pao N1 (65)
Tin Tin Yat Pao N1 (66)
Wah Kiu Man Pao N1 (67)
Wah Kiu Yat Pao N1 (68)
Chinese Star Nl (69)




d. Which of these English China Mail N1 (72)
H.K. Standard Nnewspapers have you l (73)
read yesterday? South China







8a. Which of these have In past
you read within the Not7 days
past week?






Ming Pao Weekly 1 (10) N
Sunday Post-
Herald 1 (11) N
Time 1 (12) N
NT.V. Times 1 (13)
Sing Tao
Saturday
Magazines 1 (14) N
Asia Magazines 1 (15) N
Asia Weekly 1 (16) N
MONTHLIES
b. Which of these have In past










Sweet Home N1 (21)
Ming Pao Monthly N1 (22)
Reader's Digest
(Chinese) 11 (23)
Sister 1 (2k) N
Reader's Digest
(English) N1 (25)
Southern Screen N1 (26)
Style N1 (27)
OFFICE: Any Weeklies N1 (28)
Any Monthlies N1 (29)
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Now can I ask you about the cinema?
Yes9a. Do you yourself ever go 1 (30)
to the cinema? No 2
IF YES
Twice a week or moreb. About how often do you 1 (31)
go to the cinema? About once a week 2
About once in two
weeks 3
About once a month 4




-In past week 1 (32)c. When did you last go
to the cinema? 1-4 weeks ago 2
-1-3 months ago 3
Over 3 months ago 4
Don't know 5
IF IN PAST 7 DAYS
One visitd. How many times did yot 1 (33)
go to the cinema in Two visits 2
the past 7 days? Three or more
visits 3
ASK ALL WHO HAVE BEEN TO THE CINEMA IN THE PAST
3MONTHS
Now please think of the last film you saw.
10a. What was the language Cantonese 1 (34)
Mandarinof the last film you 2
have seen? English 3
Other language 4
Don't know 5
Mandarin Classicsb. What type of film do 1 (35
you like best? Which -36)
Mandarin Comedieslanguage are you 2










Others (write in and
specify
language) (3?)
c. The last time you
(38went to the cinema,
-39)which cinema did
you go to? (PROBE:
!There is it about?) (40
-41)
Now I would like to ask a few questions about some
of the products you use.
ASK ALL RESPONDENTS
lla. Do you yourself ever Yes 1 (43)
Nosmoke cigarettes, or 2(GO TO Q.12a)
not?
IF YES (WRITE HERE) OFFICE CODE
b. Which is your regular B. I. 1 (44)
brand, I mean the B.L. 2
brand you smoke most V.T. 3
often? (WRITE BRAND)
ASK ALL
12a. Which of the following Health drink like
drinks have you taken Horlicks and
in the past month? Ovaltine 1 (45)
Sweetened Condensed
Milk 1 (46)
Evaporate. Milk 1 (47)
Milk Powder 1 (48)






like Ribena 1 (54)
Yesb. Have you ever taken 1 (55)
Noany Essence of 2
chicken?
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c. Which of the Cola-flavour 1 (56)
following soft drinks Orange-flavour 1 (57)
have you drunk in the Lemon-lime flavour 1 (58)
past month? Soya-bean flavour 1 (59)
Analgesicsd. Which of these pro- 1 (60)
Toothpasteducts have you 1 (61)
personally used in Toilet soap 1 (62)




e. Have you used Lipstick l (66)
Hair spray(PRODUCT) in the past 1 (67)
month? Face Compact Powder 1 (68)
Talcum Powder 1 (69)
ASK ALL RESPONDENTS
13a. Have you travelled Yes 1 (70)
outside Hong Kong No 2(G4 TO Q.14a)
by air within the
past 3 years, or not?
IF YES
b. When was the last Within last 6 months. 1 (71)
time you travelled 7-11 months ago 2
outside Hong Kong 1-2 years ago. 3
by_air? Longer ago
Can't remember 5






Other S.L. countries 7
Other countries 8
Don't Know 9












Now I would like to know about the standard of
living in Hongkong.
ASK ALL RESPONDENTS
14a. And, Which of the None 1 (75)
Electricityfollowing fuels do 1 (76)
Keroseneyou use in your l (77)
home for cooking Town Gas 1 (78)
foods or heating L.P. Gas 1 (79)
water? (READ OUT) Firewood, Charcoal 1 (8o)
(1)Card 3
Q'naire No (2-4)
b. Do you or does ITEMS
anyone in your Radio 1 (5)household have any
Refrigerator 1 (6)of the following
Sewing Machine 1 (7)
items in your Record Player 1 (8)household?
Air Conditioner 1 (9)
Washin Machine 1 (10)
Tape Recorder 1 (11)
Typewriter 1 (l2)
Camera 1 (13)
Motor scooter/cycle 1 (14)
Telephone 1 (15)
c. Do you have a motor- Yes 1 C16)
car in your house- No 2
hold?
d. Do you yourself have Yes 1 (17)
a motor-car driving No . 2
licence?
Owne. Do you own or rent 1 (18)






Respondent15. Who is the person 1 (19)










card and tell me
H.K. people do not
which statement
like eating veryyou agree to.
much,
Can read English 1 (20)
Cannot read English 2
CHINESE
Can read Chinese 1 (21)
Cannot read Chinese 2
17. What is your
OCCUPATION?
(WRITE IN DETAIL AND
CODE)
WHITE COLLAR
Professional and executive 1 (22
-23)
e.g. lawyers, engineers, doctors, managers
in large companies, teachers, officers




e.g. shopkeepers, merchants, proprietors of
small business, employers, property
owners, etc.
'Other' White Collar 3
e.g. salesmen, office clerks, typists, shop





('Blue Collar' people are those who usually
work with their hands)
Skilled or semi-skilled jobs 5
e.g. technicians, mechanics, factoryworkers,
craftsmen, drivers, ordinary policemen
& soldiers, electricians, carpenters,
etc.
Labourers 6
e.g. workmen, tapper, howkers, servants,
etc.
Farmers and fishermen 7
Unemployed 8
Housewives 9
Women not working, not seeking a
job.
Retired 11
18. How much EDUCATION No formal schooling 1 (24)
did you yourself 2Some primary
receive? (PROBE: Primary completed 3
Some secondary-What was the medium






















50 - 54 years 9
55 years or more 10
If refuse to state
estimate
RECORD SEX Female 1 ( 27 )
Male . 2
Married20 a . Are you yourself 1 ( 28 )
MARRIEDor not ? Single / Separated 2
Don ' t know 3
IF MARRIED FEMALE
Yesb . Do you yourself
have any children No 1(29
aged under 15 years
or not ?
IF YES
c . What are the age of Yes No
your children ?
Some aged less
1 2 ( 30 )than 1 year
Someaged1 - 3
1 2 ( 31 )years
Someaged4 - ? 4
1 2 ( 32 )years
SHOW INCOME CARD
21 , Which of these $ 399 or less 1 ( 33 )
categories best $ 4 oo - X 599 2
indicates the total $ 600- $ 799
average monthly 4$ 800 - $ 999
$ 1 , 000- $ 1 , 399income of your
household? $ 1 , 400- $ 1 , 999 6
' 2 , 000- $ 2 , 999 7
X 3 , 000 or more 8
Refuse, don ' t know 9
RECORD SRH STRATUM














































INTERVIEW 1 2 3 4 5 6 7 8 9 (40)
NO. OF INTERVIEWS
ACHIEVED WITH
SELECTED RESPONDENTS 1 2 3 4 5 6 7 8 9 (41)
AGE ORDER OF
INTERVIEWED
INDIVIDUAL 1 2 3 5 6 7 8 9 (42)
A P P E N D I X B
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THE PHILIPPINE'S DEFINITION OF SOCIAL CLASSES
(1) UPPER CLASS
The house in general is made of permanent construc-
tion materials; is well painted and contains luxury
type furnishings. Most of the adults in the family
are top or upper-bracket executives or accomplished
professionals. The family earns at least P800 a month.
(2) MIDDLE CLASS
The house is of semi-permanent construction materi-
als with a minimum of luxury and possibly a modest
lawn. The adults are sufficiently educated and gener-
ally well dressed. Most of the families of this class
earn between P300 and P799 a month.
(3) MIDDLE-LOW CLASS
The house is just above that of a shanty, of inex-
pensive construction materials and barely if at all
painted. Generally, the furniture is not sufficient
for family requirements. Most of the adult members
of the household are minor employees or labourers and
are thus dressed. The family earns around P200 a
month.
(4) LOVER CLASS
Slum type dwellings the furniture is basic and
mostly home-made. Most of the adults are unskilled
workers and very poorly educated. The family earns
around P100 monthly.
A P P E N D I X C
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CHOSEN VARIABLES OF MEDIA BEHAVIOUR
1 Number of Chinese radio channels listened to yesterday
(a total of 4)
2 Number of English radio channels listened to yesterday
(a total of 2)
3 Number of Chinese radio channels listened in the past
7 days (a total of 4)
Number of English radio channels listened in the past
7 days (a total of 2)
Whether or not a television set is owned at home5
6 Whether or not a colour television set is owned
7 Number of television stations watched in the past 7
4
days (a total of 4)
8 Number of television stations watched yesterday
( a total of 4)
Frequency of reading newspapers (based on the number9
of times per month)
Frequency of reading magazines (based on the number10
of times per month)
Number of Chinese newspapers read yesterday (a total11
of 19)
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12 Number of right-winged newspapers read yesterday
(refer to Appendix D)
13 Number of neutral newspapers read yesterday (refer
to Appendix D)
14 Number of left-winged newspapers read yesterday
(refer to Appendix D)
15 Number of English newspapers read yesterday (a total
of 4)
16 Number of weeklies read within the past week (a total
of 12)
17 Number of monthlies read within the past month (a
total of 13)
18 Frequency of going to cinema (based on number of
visits within 6 months)
19 Number of visits to cinema in the past 7 days (a
total of 3)
A P P E N D I X D
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POLITICAL CLASSIFICATION OF NEWSPAPERS
Political Indication
Ching Pao Left
H.K. Commercial Daily Left
Express Neutral
Ming Pao Neutral
Ming Pao Man Pao Neutral
Sen Wen Evening News Neutral
H.K. Daily News Neutral
Sing Tao Man Pao Neutral
Sing Tao Yat Pao Neutral
Chinese Star Neutral
Oriental Daily News Neutral
H.K. Times Right
Kung Sheung Yat Pao Right
Kung Sheung Man Pao Right
Sing Pao Right
Tin Tin Yat Pao Right
Wah Kiu Man Pao Right
Wah Kiu Yat Pao Right
RightNam Wah Man Pao
A P P E N D I X E
LINEMAN INSTITUTE OF RUSINFSS ADMINISTRATION
MASTER'S THESIS BY TAI PING KUFN
MEDIA BEHAVIUUR OF WARNER'S CLASS GNUUPS
(APPENDIX E-1)
LANGUAGE OF FILM LAST SAWCOWIIERC IAL TV PEARL ENG 0U NOTANDBEADIU FNGL? PAST WEEK? CANTO-
YFS 140 KMOWLISHNISF RIN OTHERSBASF YES NO
130146471 30124563325S5TOTALWARNER'S CLASS 100.0100.0 100.0 100.0100.0 100.0 100.0SAMPLEGROUPS 20.8 6,70.053.379.2 10.9 31.0100.0 5.4 94.6
00121012111523GROUP 1 (UPPER) 0.00.01.2 8.20.08.9 2 .53.3.9 15.6COL 0.00.07.7 92.30.047.8 52.2ROW 100.0 71.7 78.3
213 04024929433GROUP 2 (U-MIDDLE) 8.9 0.0 15.44.l5.1 0.07.35.25,5 12.5COL. X 0.0 10.S0.0 21 ,1 68.417.3 72.100.0 12.1 87.9ROW X
3053123 20114215510165GROUP 3 (MIDI LE) 36,731.3 23,5 36.327. 5 33.927,7 3,40.074.5 12,6 23.0 60.96,1 93.9 15.5100.0ROW
65243210 17462557262GROUP 4 (L-M1DrLE) 0.0 46.245.9 56.7 50.6 35.644.0 ?1.9 45.3 37.1COL. % 5.10.082.4 14.4 36.4 44.117.02.7 97.3100.0ROW %








MASTER' S THESISBY TAI BIVG KUEN
ME 3 DIA REHAVIUURAND BRANDYUSAGEOF
WARNERSCLASSGROUPS( APPFNOIXE - 2 )
WADINGFREO . DRINKIAGAZINESRFNEWSPAPERREADING FREQ MONTH?LACTEVERY- 3 - 4 TI LFSSEVFRY- 3 - 4 TI LESS N0YESA WEEYOFTF NONEUAYY - 3 - 4 TI LESSDAYHASF
5706926826720311209659320505TOTALWARNER' S CLASS l 00.0100.01 0 0 . 0 1 0 0 . 01 0 0 . 0 1 0 0 . 0 1 0 0 . 0
- 44. 9SAMPLE1 0 0 . 0 1 6 . 1 2 0 . 2
GROUPS 4 5 . 0 1 1 . 6 - 8 8 . 4
5 3 . 8 4 . 9100.0
15841017 4533023 2.9GROUPI ( UPPER) 1 . 5 1 1 . 63.72 . 5 1 1 . 1 1 3 . 13.10.05.33.4COL . 8 6 5 . 21 7 . 4 4 .1 1 . 7 1 7 . 4 4 3 . 50 . 0 1 3 . 0 1 3 . 073.910O.0ROW
2.1151314246042333GROUP2 ( U - 4 1 1 DDLE) 7,2 5.34.95 . 26.05 . 0 1 2 90.o6,87.25.5COL. % 3 9 . 4 1 5 , 2 R 4 . 86 . 1 4 2 . 412.10 . 0 1 8 . 26 9 . 7 1 2 . 1ROW%
143226?7911131618191121tS5 3 7 . 9GROUP3 ( MIDDLE) 7 . 73 2 . 2 7 0 . 6 2 3 , 1 3 1 . 94 1 91 8 . 7 1 3 . 327,7CGL . % 1 3 . 3 8 6 . 76 . 7 4 7 . 9 3 1 , 67.99,71 1 . 5 1 0 . 9IM1 . p 6 7 . 9ROW
230.1136 261059 126243152262 44.9GROUP4 ( L - MIDDLE) 3 0 . 3 5 0 , 7 3 7 . 72 9 . 0 4 1 . 44 4 . 6 5 1 . 74 4 , ( 1 4 1 . L 4 2 . 4CCL. % 51.9 9 . 9 9 0 . 14 . 6 4 0 . 13.49 . 5 1 6 . 4 2 3 , 71 0 0 . 0 5 0 . 4RLW.





1 0 0 . 0100.0
BRANDY
3 5 . 0
2 5
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LINGNAN INSTITUTF OF BUSINESS ADMINISTRATION
MASTER'S THESIS BY TAI BING KUEY
PRUDUCIS OWNERSHIP OF HOOSEHOLDS OF
WARNER'S CLASS GROUPS (APPENDIX E-3)
OWN A OWN A DWN A
TYPEWRITCR? CAMERA7 MUTOR-CAK?
UASF VES NO YES NO YES NO
WARNER'S CLASS TOTAL 505 101 434 236 359 64 531
GROUPS SAMP 100.0 100.0 100.0 100.0 100.0 100.0 100.0
100.0 27.1 72.9 39.7 60.3 10.8 89.2
GROUP 1 (UPPER) 23 11 12 19 4 15 8COL. % 3.9 6.8 2.3 8.1 1.1 23.4 1.5
ROW % 100.0 47.8 52.2 82.6 17.4 65.2 34.8
GROUP 2 (U-MIDDLE) 33 13 20 22 11 5 28
COL. % 5.5 8.1 4.6 9.3 3.1 7.8 5.3
POW % 100.0 39.4 60.6 66.7 33.3 15.2 84.8
GROUP 3 (MIDDLF) 165 64 101 81 84 22 143
COL. % 27.7 39.8 23.3 34.3 23.4 34.4 26.9
ROW % 100.0 38.8 61.2 49.1 50.9 13.3 86.7
GROUP 4 (L-MIDDLE) 262 65 197 86 176 17 245
COL. % 44.0 40.4 45.4 36.4 49.8 26.6 46.1
ROW %
100.0 24.8 75.2 52.8 67.2 6.5 93.5
GROUP 5 (LOWER) 112 8 104 28 84 5 107
COL. % 18.8 5.0 24.0 11.9 23.4 7.8 20.2
ROW % 100.0 7.1 92.9 25.0 75.0 4.5 95.5
999999996
APPENDIX E-4SPLIT NO. 3
GROUP NO. 1
61 62 6556 58 5953 5552 5441 515031 462421 221
95 98 105 11l 119 123 1248983 65 8776 79 8075 7870 7472 73
2121 81 1b2 186 193 195 1109 201 204125 143 146 153 155 162 173 175 178 180
256 258 259 260 261 264 265 275 276 277 278213 215 216 224 740 252 253 254 255
306 309 310 312 320 321 322 326 328 333283 287 289 290 291 29? 294 299 301 304
2 374 376 37349 350 351 354 361 371 37335 336 337 338 339 341 342 343 345 346
421 4344n4 405 413 420 424 426 427 428 429 431381 383 387 388 394 399 402
477 479 482 483 485 486 487 489 482439 440 443 455 457 459 460 464 465 469 476
534 538 541 548493 499 500 501 502 505 507 509 513 516 524 525 527 528 529 531
565 587 588 590 594 595554 558 559 566 567 570 574 579 580 584
GROUP NO. 2
26 27 30 3318 1914 ?u1712 16138 9 11107642
8171 776348 49 676047 574342 4536 443534 39
110 111 114 117 118 121 122 120 127 128 13088 99 101 102 106 108 10991
164 166 167145 148 157 159 1 60 161131 132 133 137 138 139 140 1 41 142 144
188 189 190 191 192 194 196 197 198 200168 169 170 1 71 172 174 176 177 1 84 185
219 220 221 222 223 225 227 ?28 231 233 234202 207 208 21 0 211 214 217 218 270246 247 248 249 250 257 266 267 266 ?6Q236 238 239 241 242 243 244 245 374 320300 302 303 307 308 311 314 318 323272 273 274 279 281 2.112 2R5 286 295
362 363 364 365 367 368 369 370 375 377 382330 332 344 347 352 353 356 358 360 414 415397 396 401 403 406 407 408 410 411 412384 385 386 389 390 393 395 396
447 450 451 453 454 456 458 461 463 467418 419 423 433 435 437 438 441 444 446 S12495 497 498. 503 504 506 508 Sin 511468 470 471 472 474 475 478 484 491 494
533 535 536 540 542 543 544 545 546 547515 517 518 519 520 521 522 523 526 530
504 565 568 569 571 572 573 576 577 57Q549 550 551 552 553 555 557 560 561 563
586 589 593
GROUP NO, 3
86 107 113 116 134 151 152 165 187664029 3825 32153 5 23
325 327 357 359 380 400 41 7 422 4?5226 229 230 280 293 297 313 315 316 317 319
X582 583 591448 462 466 514 532 537
GROUP NO 4
14 7 149 150 15496 97 100 103 115 120 129 13692 94939028 846437
2 51 262 l63 284 28R 296 29$ 305 331 334 34)156 158 179 183 203 205 206 232 237
488 49415 430 432 442 445 449 452 473 480 481348 355 366 373 379 391 392 409
496 539 556 562 575 581 592


























































































































































































5 25 32 40 66 92 134 187 226
230 237 327 380 425 432
NO. IN EACH GROUP
208 280 40 52 15
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LINGAN INSTITUTE. OF AUSTNESS ADMINISTRATION
ASTFR' TwESIS BY TAI.BING KUFN
e cTunY OF THE ENGLISM-SPFAKING POWER OF RESPONDENTS




366505 2l0TOT atSocial clacs
100.0 100.0 100.0SAMPLE
100.0 30.5 61.5












LINGNAN INSTITUTE OF BUSINESS ADMINISTRATION
MASTER'S THESIS BY TAI BING KUEN
A STUDY OF THE OCCUPA TIONS OF RESPONDENTS
IN FACH CLASS GROUP (APPENDIX E-7)
THEOCCUPATIONS OF THE RES PONEDNTS
PRO & RUSI- UHTIE STDU- SKILL
LABOURFARMERUNEMPLHOUSE- RETI-
RASF EXEC MAN OOLLARDFNT JOB ERS
FISHER OYED WIVFS RED
SOOIAT PLASS TOTAL
595 21 22 41 130 124 66 2 24 145 20
GROUPS SAMPLE
100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0
100.0 3.5 3.7 6.9 21.8 20.8 11.1 0.3 4.0 24.4 3.6
GROUP 3 (JOPER)
40 3 1 0 11 11 6 0 2 6 0
8.2 14.3 4.5 22.0 8.5 8.9 9.1 0.0 8.3 4.1 0.0





233 18 17 23 55 78 24 0 7 50 5
27.6 85.7 77.3 50.1 42.3 62.9 36.4 0.0 29.2 38.6 25.0




67 0 1 5 23 11 10 0 1 16 0
11.3 0.0 4.5 12.2 17.7 8.9 15.2 0.0 4.2 11.0 0.0




100 0 3 4 41 24 26 2 14 67 15
32.0 0.0 13.5 0.8 31.5 19.4 39.4 100.0 58.3 46.2 75.0
100.0 0.0 1.5 2.0 20.9 12.2 13.3 1.0 7.1 34.2 7.7
100
LINGMAN INSTITOTF OF BUSINESS ADMINISTRATION
MASTFRS THFSISBY TAI RING KUEN
A STUNY OF THE EDUCATIONLEVEL OF RESPONDENTS
IN EACHCLASSGROUP( APPENDIXE - 8 )
ONPFNTSOF THE RESPCATION LEVFLTHE EDU POSTBSFCOCSECOBSOMECSOMEBPRIMSOMNO SECOSFCOCSECOBSECCOMPLESFCOBASFSCHOOLPRIM
32382412.94706 140 100. 05 0 5TOTAL 100. 01 0 0 . 0 1 0 0 . 0SOCIAL TLASS 1 0 0 . 0 1 0 0 . 0 1 0 0 . 0100. 0 5.46.44.07 . 9 2 1 . 7GHDIIPS 16.1100. 0 2 3 . 5 1 5 . 0
36411689240 9. 415.88 . 5 1 6 . 7GROUP3 ( UPDFR) 0 . 0 1 2 . 86.42.1 6.18.2 8 . 2 1 2 . 2COL. % 22.41 5 . 3 1 2 . 24 . 1 1 8 . 41 0 0 . 0ROW%
2220117232366426 68. 7783 4 5 . 8 5 2 . 6GROUP2 ( O - MIDDLF) 6 8 . 1 5 5 . 84 s . 7 4 0 . 44 7 . 6 2 7 . 1 7.87.13.9COL. % 1 1 . 3 2 5 . 49 . 2 2 2 . 6 1 2 . 7ROW%
15014117136 7 3.10 . 0 1 3 . 22 . 1 1 0 . 918.01 3 . 5 1 2 . 1 1.511.3 7.5COL. % 0.01 . 5 2 0 . 923.91 9 . 4 2 5 . 41 0 0 . 0
679328295055106 1 8 . 4 1 8 . 7GROUP1 ( LOWFR) 37.51 7 . 0 2 4 . 85 7 . 3 3 5 . 7 3 2 . 6 3.132.9 3.64.6COL. % 4 . 1 1 6 . 314.82 8 . 1 2 5 . 5100. 0
SANPLF
1 0 0 . 0
8 9
1 0 0 . 0





LINGVAN INSTITUTE OF BUSINFSS ADMINISTRATION
MASTER'S THESIS BY 141 SIN KUFN
A STUNY OF THE HOUSFHULD INCUMF OF RESPONDENTS
IN EACH CLASS GRUUP (APPENDIX F-G)
MONTH(IN DOILARHCSEHOILD I1COHE PF
ABUVE NO300 UR 400 600- 600- 1000
1999590 999 2999 3000 IANSWFR1 399BASF LESS
10113 56159 6380329 17505TOTALSOCIAL CLASS
100.0 100.0 100.0 100.0100.0 100.0 100.0 100.0SAMPI.FGROUPS 9.4 2.72.9 13.8 13.4 16.7 19.01.5100.0
361332 131U4 9GROUP & (UPPEP)
2.4 8.2 11.5 10.7 12.7 18.73.75.98.2 0.0C0L.%
6.1 26.5 26.5 12..2 16.34,12.0100 .0RUW %
928 365734 77FS 322283GROUP 2 (U-MLDDIE) 56.250.0 57.147.1 39.0 42.5 46.4 50.447.6COL. %
9.9 12.7 3.227.2 20.12.8 11.3 12.00,7COL % 100.0
25713109 1811n7GROUP 4 (L-MIDDLE) 7.9 12.511.5 1 12.55.9 11.0 12.5 11.311.3 22.2COL. % 3.07.54 6.9 19,4 10.41.5 13.4 14.93 .0ROW %












LINGNAM TKSTITUTF OF BUSINESS ADMINISTRATION
MASTER'S THESIS BY TAI BING KUFN
A STUDY OF ACCOMODATION TYPE OF RESPONDENTS
IN FACM CLASS GRUUP (APPENDIX E-1O)
ACCOMODATI0N IYVP
SOUAI R.E./ H.S./ ROOM SINGI.E
BASF SHTS L.C.M M.A. S FLAT FLAT
SOCIAL CLASS IOIAL 595 35 122 94 159 185
GROUPS SAMPLE 100.0 100.0 100.0 100.0 100.0 100.0
100.0 5.9 20.5 15.8 26.7 31 ,1
GROUP 3 (UPPER) 49 3 5 5 15 21
COL. % 8.2 8.6 4.1 5.3 9.4 11.4
ROW % 100.0 6.1 10.2 10.2 30.6 42.9
GROUP 2 (U-MIDDLE) 283 10 45 44 76 108
COL. % 47.6 28.6 36.9 46.8 47.8 58.4
ROW % 100.0 3.5 15.9 15.5 26.9 38.2
GROUP 4 (L-MIDDLE) 67 2 17 11 20 17
COL. % 11.3 5.7 13.9 11.7 12.6 9.2
ROW % 100.0 3.0 25.4 16.4 29.9 25.4
GROUP 1 (LOWFR)
COL. %
196 20 55 34 48 39
32.9 57.1 45.1 36.2 30.2 21.1
ROW % 100.0 10.2 28.1 17.3 24.5 19.9
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LINGPAN INSTITUTF OF BUSINESS ADMINISTRATION
'MASTFK'S THESIS BY TAI RING KUEN
THE NUNSFR OF CHINESE AND ENGLISH NEWSPAPFKS
REAn IN TrE PREVIOUS DAY (APPENDIX E-11)
CHIrESE. ENGLISH
ONE UR2 OK
ONE NUKE MORE NUN FBAS F SORE
38 557505 161 267107TOTALSOCIAL CLASS
SAMPLE 100.0 1 00.0 100.0 100.0GROUPS
6,4 93 .628.1.1 27.1 44.9
27 611 4349(IRoUP 3 (UPPER)
4.7 16.1 7.76.8 4.1 15.8COL.
100.0 55.1 22.4 22.4 12.2 87.8RCW
254122 122 14 39GROUP 2 (U-MMIDDLE)
76.3 45.647 .73.1 75.8
10.2 69.843.1 43.1 13.ROW %
14010 17 6667GROUP 4 (L- I DDL E)
2.o 11 .86.0 10.6 1511,3COL. %
1.5 98.5ROW % 100.0 14.9 25.4 59.
100 19417 211GROUP 1 (LGW ER)









IINSTITUTE OF BUSINESS ADMINISTRATION
MASTER'S ThESIS BY TAI RING KUEN
A STUDY OF NUMBEh AND FREQUENCY OF MAGAZINES
EAU IN TMF PAST WEEK (APPENDIX E-12)
NUMRER OF WEEKLIES FREQUENCY OF READING
2 0R EVERY- 3-4 TI LESS
HASF MORE ONF NONE DAY A WFEK OFTFN WEVER
SICUAK CLASS TOTAL 505 61 137 377 31 29 267 268
GROUPS SAMPLE 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0
100.0 13.6 23.0 63.4 5.2 4.9 44.9 45.0
GROUP 3 (UPPFR) 49 12 21 16 9 3 1 6
COL. % 8.2 14.8 15.3 4.2 29.0 10.3 11.6 2.2
ROW % 100.0 24.5 42.9 32.7 18.4 6.1 63.3 12.2
GROUP 2 (U-MIDDLE) 283 51 74 158 20 21 134 108
COL. % 47.6 63.0 54.0 41.9 64.5 72.4 50.2 40.3
ROW % 100.0 18.0 26.1 55.8 7.1 7.4 47.3 38.2
GROUP 4 (L-MIDDLE) 67 6 21 40 2 4 39 22
COL. % 11.3 7.4 15.3 10.6 6.5 13.8 14.6 8.2
ROW %
100.0 9.0 31.3 50.7 3.0 6.0 58.2 32.8
GROUP 1 (LOWER) 196 12 21 163 0 1 63 132
COL. % 32.9 14.8 15.3 43.2 0.0 3.4 23.6 49.3
RO % 100.0 6.1 10.7 83.2 0.0 0.5 32.1 67.3
105
LTNGNAN INSTITUTE OF BUSINESS ADMINISTRATION
MASTER'S THFSIS BY TAI BING KUFN
THE LANGUAGE OF FILM I.AST
HAD TEAVELLED RY AIR (APPFNDIX E-13)
LANGUAGE OF FIIM LAST SAW EVER TRAVEL
CANTV- ANDA- FNG- DO NOT BY AIR?
RASF NFSF RIN LISH OTHERS KNOW YES NO
TOYAL 505 50 85 146 0 13 45 547
SAHPLF 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0
100.0 10.9 31.0 53.3 0.0 4.7 7.6 97.4
SOGIAL CLASS
GROUPS
GRCUP 3 (UPPTR) 49 0 4 42 0 0 7 42COL. % 9.2 0.0 .7 28.8 0.0 0.0 15.6 7.7ROW % 100.0 0.0 8.7 91.3 0.0 0.0 14.3 85.7
GROUP 2 (U-UIDDLF) 283 14 47 78 0 7 30 251
C0L. % 47.6 46.7 55.3 53.4 0.0 53.8 66.7 45.9ROW % 100.0 9.6 32.2 53.4 0.0 4.8 10.7 89.3
GROUP 4 (L-MIDDLE) 67 7 11 18 0 2 3 64COL. % 11.3 23.3 12.9 12.3 0.0 15.4 6.7 11.7
ROW % 100.0 18.4 28.9 47.4 0.0 5.3 4.5 95.5
GROUP 1 (LOWER) 196 9 23 8 0 4 5 190
COL. % 32.9 30.0 27.1 5.5 0.0 30.8 11.1 34.7
ROW % 100.0 20.5 52.3 18.2 0.0 9.1 2.6 97.4
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LINGNAN INSTITUTE OF BUSINESS ADMINISTRATION
MASTER'S THESIS BY TAI RING KUEN
A STUDY OF PRODUCTS OCCUPIED BY THE HOUSEHOLDS
(APPENDIX E-14)
OWN A OWN A OWN AN AIR- OWN A TAPE-
TYPEWRITER? MOTOR-CAR? CONDITIONER? RFCORDER?
BASE YES NO YES NO YFS NO YES NO
SOCIAL CLASS TOTAL 595 161 434 64 531 62 533 286 309GROUPS SAMPLE 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0
100.0 27.1 72.9 10.8 89.2 10.4 89.6 48.1 51.9
GROUP 3 (UPPER) 49 22 27 9 4 10 1539 34
COI. 8.2 13.7 6.2 14.1 7. 16.1 7.3 11.9 4.9
ROW 100.0 44.9 55.1 18.4 81. 20.4 79.6 69.4 30.6
GROUP 2 (U-MIDDLE) 283 92 40191 24 43 240 149 134
COL. X 47.6 57.1 44. 62.5 45. 69.4 45.0 52.1 43.4
ROW X 100.0 32.5 67.5 14.1 85.9 15.2 84.8 52.7 47.3
GROUP 4 (L-MIDDLE) 67 16 11 51 4 631 5 62 30 37
9.9COL. % 11.3 6.2 11 .9 8.1 11.6 10.5 12.0
100.0 23.9 76.1ROW% 6.0 94.0 7.5 92.5 44.8 55.2
GROUP 1 (LOWER) 196 165 1131 18 4 192 73 123
COL. 32.9 19.3 38.0 17.2 34. 6.5 36.0 25.5 39.8
ROW 100.0 1 5.8 84.2 5.6 94. 2.0 98.0 37,2 62.8
11.8
A P P E N D I X F
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INGNAN INSTITUTE OF BUSINESS ADMINISTRATION
MASTER'S THESIS BY TAI BTNG KUEN
MEDIA REHAVIOUR OF RESPONDENTS IN THE PHILIPPINE'S
CLASS P,ROUPS (APPENDIX F-1)
INFS RFADTNG FREQ.APFR R=FADING FREQ. MAGAZITVB PEARL NFWSPA
EVERY- 3-4 T1 EVFRY- 3-4 TI LESSLESSPAST WFEK?
A WEFK OFTE NONEOFTEN NONE DAYDAY A WEEKBASF YCS NO
12913113113432718122602144TOTALPHILIPPINE'S 100.0100.0 100.0 100.0100.100.0 100.0 100.0 100.0 100 .0SAMPLECLASS GROVPS 4.6 46.1 65.63.97.7 15.1 13.463.7100.0 21.1 78.
142200969CROUP 1 (UPPER) 0.83.118.2 15.40.0. 00.05.0I.3.2 10.0C0L. 44.4 11 .127.2 22.20.0.0100.0 0.0100.0 66.7 33..ROW
2537366655402271GROUP 2 (MIDDLE) 19.454.5 23.1 28.210.30.4 27. 3 14.0?S p 36.7 21.COL. 4.2 52.1 35.28.55.A.58.577.5100,0 31 .A 60.POW
585362120in7621 43 9.119GROUP 3 (L-MIDDLE) 40.5 45.018.2 46.242.0 45.5 46.5 34.41 ,9 .35.0COL..%. 5.0 44.5 48.71.78.4 16.8 10.963.9100.0 17.6 82.ROW%
4537212117641711KSGROUP 4 (LOWER) 9.1 15.4 28.2 34.955.322.7 27.3 39.529.9 18.3 33.COL. 2.4 43.5 52.91.27.1 20.0 24.748.2100.0 12.9 87.1ROW
43.7
LINGNAN INSTITUTE OF BUSINESS ADMTNISTRATION
MASTER'S THESIS BY TAT KING KUEN
A SiIRVFY OF WHEN THE RESPONDENTS HAD MOST
RFCFNTLY TPAVEL.LFD BY AIR (APPENDIX F-2)
WHEN LAST TRAVELLED BV ATP?
1-2 YRWITHI
AGO NEVERBASE6 MONS7-11 MONTHSAGO
1 252109284 12TOTALPHILIPPINE'S 100.0 100.0 100.0100.0 100.0 100.0SAMPLECLASS GROUPS
0.4 88.73.53.24.2100.0
II 00 25GROUP 1 (UPPER)
0.0 0.410.03.2 41.7 22.2COIL.
11.1 0.0 11 .1QOw 100.0 55.6 22.2
1 6051 271CROUP 2 (MIDDLE)
23.825.0 25.0 22.2 50.0 100.0COL.
1.4 134.57.02.R4.2100.0ROW
110n4110 73GROUP .3 (L-MIDDLE)
0.0 41 .741 0 25.0 22.2 40.0COL.
3. 4 0.0 92.41.72.5100,0ROW




LINGNAN INSTITUTE OF BUSINESS ADMINISTRATION
MASTER'S THESIS BY TAI BING KUEN
PPODUCTS OWNFRSHIP OF HOUSEHOLDS OF THE
PHILIPPINE'S CLASS GROUPS (APPENDIX F-3)
OWN AOWN A TAPE-OWN AN AIR.OWN A PE- OWN A RFCOR6 CAMERA?RECORDER?PLAYFR? CONDITIONERFRI('iERATOR? YES NOYES NOYF.S NOYES NOYES NOBASE
17910515113325133131228 100 5.284 100.0 100.0TOTAL 100.0 100.0PHILIPPINE'S 100.0 100.100.0 100.110.0 1n0,0SAMPLECLASS GROUPS 46.8 53.2 37.0 63.088.46.1 53.9 11 .615 1100.0 R0.3 19.
091818799 0.08.6GROUP I (UPPER) 0.76.00.24.21.5.30.3.93. 2 0.0COL. 11.1 100.011 .1 88.977.8 22.2 88.90.100.0 100.0ROW
35362445133376271 19.617.9 34.3GROUP 2 (MIDDLE) 23.1 33.122.2 39.416.1 28.225.0 27.2 50.7 49.3COL 62.0 38.018.3 81.52.1 47.9100.0 87.3 12.ROW
77427 I481196562594119 40.0 43.0GROUP 3 (L-MIDDLE) 36.1 47.43.42.7 41.2. 27.341.9 41 .2 44. 35.3 64.7COL. 40.3 59.7.6 92.47.1 52.9100.0 79.0 21ROW
671853382353122631s 17.1 37.4GROUP 4 (LOWER) 24.8 34.9.1 32.35.339.3 23.729.9 27.6 61. 2 21.2 78.8COL. 38.83.5 96.63.525.9 36.5100.0 74.1ROW
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AFPENDIX F -4SPLIT NO. 3
GROUP NO. 1
4946 47444239383634 3533282724 25232214 2012 113 114 13099 105 107 1118886 878581786564635652 1795150 171 172 173 174153 162 166 170147 150 152136 144 146131 132 134 135 223 227 230218 219 220 221204 206 210 214194 200 202 203182 184 189 195181 279 281 283 284268 274 276 277248 251 265 266240 247231 235 237
GRUMP NO.
176 177160 165 167148 151 158 15992 118 1428471 83704313 308
275 280196 201 250 254
GROUP NO 3
32 3731292621191817161511106 9754 73 741 722 6968676662616059585755 103 10454534841 4540 99 100 101 1029796959493919082 8980 137 13877 797675 128 129 133122 124 125 127119 120 121 187112 115 116 117 185 188I06 108 109 110 178 183164 166 169 175157 161 163149 154 155 2 224143 145 217139 140 141 212 213 215 216206 209 211107 198 205 207193 194 256 257 258168 190 191 192 253 255244 245 246 249241 242 243233 234 239229 232225 226 228 278 282271 272 273267 269 770263 264260 261 262
GROUP NO.
259236 238 2523 123 126 156
NO. IN EACH GROUP
1532697
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APP ENDIX F-54SPLIT NO.
I 494746GROUP NO 444230383035543 3 113 11428 1 07 11127 99 1052524 8823 )36 Is7 1 79 1RC)22 17420 8514 8112 1 72 1737854 65 170 17163 162 16656 27 2302231 5 11 152 1035251 2 7 0 22150 1 47146 218 219136 14 214206 z10135 284132 134 203 204 283131 100 202 279 281195 199 276 277184 189 266 274I81 182 26626524A 2S1260 247235 237231
2802GROUP NO- 250201177 1061 67 176159 165151142 14884 92 1188371433013
37123GROUP NO. 31797.6211918 74731716 77691511 686710 669 6276 61 103 106S 604 59 101 10758571 98 100S5 9756 9653 137 13848 9S94 13345 9341 91 128 12940 90 1278987 124 125 186 1878079 121 122 1 83 1857776 119 120 17875 116 117 169 17512 115 224163 164 166110 717 222169 1 09 157 161 21 5 216106 155 212 2131 49 154 L09 211 l57 259143 145 208 256140 114 1 205 207 253 255159 198 246 249196 197 Z44 745193192 242 243190 191 241188 2392.13 234 282273 278229 232226 228 271 272225 270267 269264263261 2 ti2260
I'GROIIP NO
259230 252236126 1563 123
5GROUP NO.
275160 25470 dl 588
6NO. IN EACH GROUP 81532097
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LINGNAN INSTITUTE OF BUSINESS ADMINISTRATION
MASTERS THESIS BY TAI BING KUEN
A STUDY OF THE ENGLISH-SPEAKING POWER OF RESPONDENTS




1761082h6TOTALSOCIAL CLASS 100.0100.0 1A0.0SAMPLEGROUPS 100.0 38.0 62.0
17AGROUP 4 (UPPER) 0.66.52.8COI. 12.5100.0 87.5ROW
131326GROUP 2 (U-MIDDLE) 7.49.2 12.0COI. 50.0 50.0100.0ROW
8964153GROUP 3 (L-MIDDLE) 50.653.9 59.3COL. 58.2100.0 41 .8ROW
7307 24GROUP 1 (LOWER) 41.534.2 22.2COL. 75.3100.0 24.7ROW
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I.INGNAN INSTITUTE OF BUSINESS ADMINISTRATION
MASTER'S THESIS BY TAT BING KUEN
A STUDY OF THE OCCUPATIONS OF RESPONDENTS
IN EACH CLASS GROUP (APPENDIX F-7)
PONDEN TSVS OF THF RES RETI -THE OCCUJ PATI0N HOUSEUNF.MPI.FARMERLABOUR REDSKILL WIVEAIIS I- WHITE ISTDU OYEDFISHERPRO FRSJORDENTMAN COLLARBASE EXEC 0024265112 100.00 100.041 100.020 100.020 100.0284 100.0 0.0TOTAL 0.0100.0 100.0 8.5100.0SOCIAL CLASS 0.7100.0 22.9100.0 0.0 39.4SAMPLE 14.47.07.0GROUPS 100.0
001000 0.00 0.05 4.20 0.02 0.0A 0.0 0.00.0 0.0GROUP 4 (UPPEK) 12.50.0 12.2 0.010.0 0.02.8 0.00.0COOL. 62.50.0100.0 25.0 00ROW 2068 0.00 0.06 8.1 0.03 9.226 7,1 0.00.0 0.016.6 7.7GROUP 2 (U-MTDDLE) 5.0 0.023.19.2 15.0 0.0 30 ,8COL. 3.8 23.111.5100.0 00Row 602372 0.00 0.02116 0.0 25.015 35.4153 0.00.0 64.3 0.051.2GROUP 3 (l-MIDDLE) 3.980.0 0.015.053.9 75.0 noA 47.1COI. 13.79.S 10.5100.0 00ROW 1523632 0.00 0.09 62.53 100.00 55.497 0.00.0 28.6 0.022.0GROUP I (LOWER) 2.1 15.515.00.00.034.2 33.0 37.10.09.3COL. 3.1100.0ROW
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MASTER'S THESIS BY TAI RING KUEN
A STUDY OF THE EDUCATION LEVEL OF RESPONDENTS
IN FACH CLASS GROUP (APPENDIX F-8)
ONf1FNTSOF TH iE RESPEVELTHF. EDUCATION, ISFCO B POSTSECO CSOMF.PRIM SOME CCOMENO SECOICOMPLESFC COMPLFPRIM COMPLE SECOBASF-SCHOOL
2024064254056 100.046284 100.0TOTAL 100.0 100.A100.0SOCIAL CLASS 100.0 100.0 7.0100.0 100.0 8.53.2SAMPLE 8.8 22.514.1GDOUPS 19.7100.0 16.2
200320I0 10.08 0.00.04.7GROUP 4 (UPPER) 8.00.01.80.0 0.0 25.02.8 0.0COI. 37.50.0 2 5.00.0 12.510.0ROW 25262441 10.026 20.89.4 22.2COUP 2 (U-MIDDLE) 8.010.07.1 7.72.2 1 9.29.2 7.7COL, 7.7 23.115.43.8 15.41 0 0.0ROW 111344117163417 55.0153 54.264.1 44.4GROUP 3 (L-MIDDIE) 40.0 68.060.7 7.28.553.9 .17.0 2.6COI. 11 .1 26.822.2 10.5100.0 11 .1ROW 56.14 34201728 25.097 33.3 25.0GROUP 1 (LOWER) 16.0 21.950.030.4 5.234'. 2 60.9 6.23.1COL. 4.1 14.417.5 20.6100.0 28.9ROW
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LIPGNAN INSTITUTE OF RUSINF.SS ADMINISTRATION
MASTER'S THESIS RY TAI FANG KIIEN
A STUDY nF THE HOUSEHOLD INCOME OF RESPONIFNTS
IN EACH CLASS GPOUP (APPENDIX F-0)
FOUSEHOLD INCOME PER MOHTH (IN H. rDDILAR)
2000- NOPR 400- 1400-39
3000RASF LFSS 590 799 999 1399 1900 2999 30 ANSWFR
06 22 3743 38 74 5864TOTAISOCIAL CLASS
100.0100.0 100.0 100.0100.0 100.0 100.0 100.0 100.0SAMPLE 100.0GROUPS
7.7 13.0 0.02.1 2.1 15.1 13.4 26.1 20.4100.0
0 040130U 0RGROUP 4 (UPPER)
0.01.74.1 0.0 10 .80.00.0 0.00.0 (1.00.0 50•00.0 0.00 37.5 12.50.0100.0 0.0RUW
044 10 33 1 3U26GROUP 2 (U-MI1) DLE)
0.07.9 5.4 17.? 13.6 10.A2.39.7 0.0) 16.7COL
0.03.8 11.5 15.4 38.5 11.5 15.43.8W 0.0
153 012 2111 42 314 20GROUP A (L-MIDDLI.) 0.066.7 46.5 55.3 56.8 53.4 56.5 56.R53.0 33,COL
0.07.8 13.72.6 13.1 13.7 27.5 20.3100.0 1.3ROW







LINGNAN INSTITUTE OF BUSINESS ADMINISTRATION
MASTER'S THESIS BY TAI RING KUEN
A STunY OF ACCUMODATION TYPE OF RESPONDENTS
IN EACH. CLASS GROUP (APPENDIX F-1O)
ACCOMODATIO' TVPF
ROOMSIPJGLFSQUATR. E. A
FLATSE HUTS L. C. H. H A S FlAT.S /845
72 833418 7784TOTALSOCIAL CLASS
100,0 100.0 100.0GROUPS 100.0SAMPE 100.0
12.0 25.4 20,2100 .0 6.3 27.1
6200 0uGROUP 4 (UPPER) 7. 20.0 2.8R 0.0C0 L,
0.0 25.0 75.00. 0100.0
9843276CROUP 2 (U-MIDDLE) 10.83.9 11.8 11.19.2 11 .1COL % 15.4 30,8 34.6707 11.5ROW
37 55197 351 5 3GROUP 3 (L MITri.F) 66.353.0 45.5 55,9 51 .438.9COL 24,2 35.94.6 22.9 12,4ROW








LINGNAN INSTITUTE OF BUSINESS ADMTNISTRATTON
MASTER'S THESIS BY TAI BING KUEN
HENUMBER OF CHINESE AND ENGLISH NEWSPAPERS
READ IN THE PREVIOUS DAY (APPENDIX F-11)
CHINESE ENGLISH
2 OR ONE OR
BASE MORE ONE NONE MORE NONE
SOCIAL CLASS TOTAL 284 95 88 101 24 260
CROUPS SAMPLE 100.0 100.0 100.0 100.0 100.0 100.0
100.0 33.5 31.0 35.6 8.5 91.5
GRIUP 4 (UPPER) 8 4 2 2
3 5
COL. % 2.8 4.2 2.3 2.0 12.5 1.9
RUW % 100.0 50.0 25.0 25.0 37.5 62.5
GROUP 2 (U-MIDDLE) 26 13 7 6 3 23
COL. % 9.2 13.7 8.0 5.9 12.5 8.8
ROW % 100.0 50.0 26.9 23.1 11.5 88.5
GROUP 3 (L-MIDDLE) 153 71 63 19 16 137
COL. % 53.9 74.7 71.6 18.8 66.7 52.7
ROW % 100.0 46.4 41.2 12.4 10.5 89.5
GROUP 1 (LOWRE) 97 7 16 74 2 95
COL. % 34.2 7.4 18.2 73.3
8.3 36.5
ROW % 100.0 7.2 16.5 76.3 2.1 97.9
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LINGNAN INSTITUTE OF BUSINESS ADMINISTRATION
MASTER'S THESIS BY TAI BING KUEN
A STUDY OF NUMBER AND FREOUENCY OF MAGAZINES
READ IN THE PAST WEEK (APPENDI)( F-12)
ENCY0 IF READSINGWEEKLIES FREOUNUMBFP OF EVERY- 3-4 TII LESS2 OR OFTEN NEVERDAY A WFEKONE NONEBASE MORE
1291 3113111816340284TOTAL 100.0SOCIAL CLASS 100.0 100.0100.010O.0 100.0100.0 10.0 45.4SAMPLE 4,6 46.13.9GROUPS 22.2 63.7100.0 14.1
0008338 0.0GROUP 4 (UPPER) 0.00.01.1 72.74.87.52.8 0.0COI. 0.00.0100.037.5 25.0100.0 37.5ROW
3173312526 2.313.0GROUP 2 (U-MIDDLE) 27.3 23.15.2.5 19.09.2 65.4 11 .5COL. 11 .5 11.546.2 34.100.0 19.2ROW
707310093225153 55.7 54.345.8GROUP 3 (L-MIDDLE) 0.0 76.950.8 53.53.9 62.5COI0 6.5 47.70.020.9 62.100.0 16.3ROW
5641007416797 43.4GROUP I (LOWER) 0.0 31 .30.025.4 40.34.2 17.5 57.7COL. 0.0 42.30.076.7.2 16.5100.0ROW
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LINGNAN INSTITUTE OF BUSINESS ADMINISTRATION
MASTER'S THESIS BY TAI BING KUFN
THE LANGUAGE OF FILM LAST SAW AND WHO EVER
HAD TRAVELLED BY AIR (APPENDIX F-13)
F.VFR TPAVFILAN( UA(F. OF FILM I. AST SAW
FN G BY AIR'1DO NOTCANTO MAN[)A
NOYESLISH IOTHERSI KNOWBASF. NFSE RIN
251300895?122r4TOTALSOCIAL CLASS ion. 100.0 100.0100.0 100.0 100.0 100.0SAMPLE 100.0GROUPS 10.7 89.33.0.07.5 32.7 56.0100,0
3506I08GROUP 4 (UPPER) 1.216.7n.0.06.71 .90.02.8coL. 62.5 37.50.0.0100.0 0.0 14.3 85.7ROW
2240224026GROUP 2 (U-MIDDLE) 8.80. 13.30.07.7 24.70,2 0.0COL.
n. 15.4 84.60.00.0 15.4 84.6100.0ROW
1351643 0298153GROUP 3 (L-MIDDLE) 53.3 53.80.0 50.48.353.9 66.7 55.8COL. 10.6 89.43.0.09.6 34.9 51.8100.0ROW
915018IR497GROUP I (LOWER) 16.7 36.30.0 50.20.234.2 33.3 34.6COL. 5.2 94.87.0.09.3 41.9 41.9100.0ROW
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LINGNAN INSTITUTE OF BUSINESS ADMINISTRATION
MASTER'S THESIS BY TAI BING KUEN
A STUDY OF PRODUCTS OCCUPIED BY THE HOUSEHOLDS
(APPENDIX F-14)
OWN AN ATR- WN A TAPF-OWN AOWN A
TYPEWRITER? MOTOR-CAR? CONnITIONER? RFCORDER?
YES NOYFS NOYFS NOBASE YES NO
1511332513330 2570 214284TOTALSOCIAL CLASS
100.0 loon 100.0 100.0SAMPLE 100.0 100.0 100.0 100.0 100.GROUPS
100.0 24.6 75.4 10.6 89. 11.6 RR .4 46.8 53.2
6 235268 2GROUP 4 (UPPER)
4.5 1.31.26.7 15.22.8.6 0.02.8COL.
62.5 37.5 75.0 25.0100.0 75.0 25.0 25.0 75.ROW
15 112n65 219 1726GROUP 2 (U-MIDDLE)
8.0 11.3 7. 387.9 16.7 18.29.2 12.9COL.
23.1 76.9 57.7 42.319.2 80•.100.0 34.6 65.ROW
132 76772118 13S153 10R45GROUP 3 (L-MIDDLE)
53.9 64.3 50.5 60.0 53.1 63.6 52.6 57.9 50.3COI.
11.8 88. 13.7 8 A. 3 50.3 4 9.7100.0 29.4 70.ROW
6235I 9692597 10. 8GROUP I (LOWER)
3.0 38.2 26.3 41 .116.7 36234.2 14.3 40.COL.
1.0 99.6 36.1 63.95.2 9 4.8100.0 10.3 89.ROW
A P P E N D I X G
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THE 44 MORE SIGNIFICANT INTERVALLY SCALED VARIABLES
1 Had listened to radio within the past seven days
2 Had listened to radio in the day before the survey
3 Had listened to Commercial Radio 2 the day before the
survey
1
Had watched TVB Pearl within the past seven days
5 Had watched TVB Pearl the day before the survey
6 Had ever read a newspaper
7 Had ever read a magazine
8 Had read Chinese newspapers the day before the survey
9 Had read English newspapers the day before the survey
10 Had read Sing Tao Man Pao the day before the survey
11 Had read Sing Tao Yat Pao the day before the survey
12 had read South China Morning Post the day before the
survey
13 Had read The Star in the day before the survey
14 Had read Ming Pao Weekly within the past week
15 Had read weeklies within the past week
16 Had read monthlies within the past month
122
17
Had most recently seen an English-speaking movie
18
Had drank evaporated milk in the past month
19
Had drank instant coffee within the past month
20 Had drank beer within the past month
21 Had drank brandy within the past month
22 Had ever travelled by air outside Hong Kong
23 Had used L.P. Gas as fuel in home
24 Owned a sewing machine at home
25 Owned a record player at home
26 Owned an air-conditioner at home
27 Owned a washing machine at home
28 Owned a tape recorder at home
29 Owned a typewriter at home









38 Number of Chinese radio stations listened to the
day before
39 Number of English radio stations listened to the
day before
40 Number of TV stations watched the day before the
survey
41 Number of Chinese newspapers read the day before
the survey
42 Number of English newspapers read the day before the
survey
43 Number of weeklies read within the past seven days
44 Number of monthlies read within the past month
A P P E N D I X H
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LIUGNAP INSTITUTE OF BUSINESS ADMINISTRATION
MASTER'S THESIS RY TAI BING KUEN
TH1. STROrfi DPINKS USAGE RFHAVTOUR OF VARIOUS
CI.USTFP GPOUPS (APPFNIIX H-1)
ADINK OFFD DRIAY RRANDTY RUNK WHISKY
PAST rl(,%!TH7 PAST MONTH AST M(,NTH?
YfS MO Y F S NORACF vFS NO
505 6 9 564116 479DRINKS USAGE TOTAL
00.0100.0 100.0100.0Soft MPLE1 08GROUPS 9 4. 8100.0 10.5 80.0 11.6 AA 4
4 25015 2486 LU 243GROUP 1 U.7 7 47.1 12.9 45.0CCL.
1.5 98.5S,7 940 37.h 92.6RUW
14441 138 1018156 115GROUP 7
26.1 26.2 32.3 25.935.3CLIL.
6.4 93.611.5 88.5100.0 26.3 73RCw
150140 173612155GROUP 3
47.4 15.3 52.2 7. 6 54.8 28.2CCL,









LIMGNAN INSTITUTE OF BUSIWESS ADMINISTRATION
MASTER'S THESIS BY TAI kING KUEN
PSIIPVEY OF WHF.TNER THF. RFSPOPJ()ENTS HAD TAKEN TH5
FOLLOWING SSOET DRINKS IN THE PAST MONTH (APPENDIX H-2)
OVA-BFAN FLLEMOH-LIMFORAMGF-FLCOLA-FLBLACKCURPANT DRTNKS?DRINKS?DRINKS?DRINKS?DEINKS?
YFS N0YFS NOYFS NOVFS N0RASF
43915645614141178318403 277505 102TOT NlDRINKS USAGF 100.0100.0 100.0 100.0100.0 100.0 100.0100.0 100.0 73.9SAHPLE 100.0 76.3 26.2GROUPS 17.1 92.9 46.6 29.9 70.1 23.7
2402323024224391907324518 4.7 54.7GROUP 1 53.7 117.0 52.6091.9.7 26.4 59.744.7 8.7 91.3COL. 90.90 .114.827.8 72.26.8 93.2100.0ROW
471094710937 12414910947156 69.9 10.7CROUP 2 77.372.2 69.722.l 53.8COL. 69.9 30.14.5 69.9 30.179.5 20.95.5100.0 30.1 69.9ROW












LINGAN INSTITUTE OF BUSINESS ADMINISTRATION
Y ASTER' S THESISBY TAI BINGKUEN
A STHAY OF THE RESPONDENTS' HFHAVIOURTOWNRDSTHE
FOLLOWINGMEOLAIN THE DAY BEFORE( APPFNOIXH - 3 )
NEWSPAPERSTFL FVISIONSTRADIO CHANNELS
1 02 0 R2 0
NONF MORE 0 NF N 0 NF MOPENOAFONFMORHHASF
3 2 8 2 6 7115410 1958699 285505TOTALDRINKS USAGE 0 1 0 0 . 01 0 0 . 0 1 0 0 . 0 1 0 0 . 01 0 0 . 0 1 0 0 . 0 100. 0100. 0SAHPLEGROUPS
16. 6 1 9 . 3 5 5 . 1 4 4 . 91 4 . 5 6 8 . 9 4 7 . 9 3 2100. 0
I 4495 119107 6136 18859UTHFRS 53.04 4 . 2 4 5 . 9 3 7 . 5 4 8 . 7 5 3 . 0 3 6 . 330. 4C 0 L . % 40. 7 3 6 . 1 2 3 . 2 4 5 . 2 5 4 . 81 4 . 8 1 3 . 7 7 1 . 5R ow%
02 6495100 3535 21156SOFT - DRINKSUSFRS
3 3 . 3 1 7 . 9 2 2 . 6 2 8 . 0 2 4 . 0COL. % 2 6 . 2 3 5 . 4 2 4 . 4 2 4 . 4
5 9 . 0 4 1 . 01 3 . 5 6 4 . 1 6 0 . 9 2 2 . 4 1 6 . 71 0 0 . 0 2 2 . 4ROW%
117 5983 65 2812229176STRONG- DRINKSUSFRS
3 3 . 7 2 0 . 8 2 9 . 1 3 3 . 3 2 4 . 3 3 5 . 7 2 2 . 1COL % 15.9 6 6 . 5 3 3 . 54 7 . 2 3 6 . 91 4 . 2 1 6 . 5 8 6 9 . 3ROW%
1 0 0 . 0
0 6 3
1 0 0 . 0
41. 9
2 5
2 5 . 320. 6
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1社 會 階 層 定 義 的 探 討 及 其 與
香 港 播 媒 介 間 關 係 之 研 究
每 一 個 社 會 學 者 都 不 會 否 認 各 個 社 會 都 有 階 級 之 分 ，
每 一 階 級 內 的 人 都 有 著 相 同 的 物 質 。 一 些 理 論 上 的 分 析 和
實 驗 性 的 探 討 已 確 定 了 若 干 可 以 作 為 劃 分 不 同 社 會 等 級 的
準 則 ， 以 下 就 是 幾 個 比 較 重 要 的 準 則 ：
㈠ 權 力 ；
㈡ 職 業 威 望 ；
㈢ 財 富 ；
2㈣ 智 識 水 平 ；
㈤ 宗 教 德 行 ；
㈥ 家 族 在 社 會 中 的 聲 望 ；
㈦ 社 團 中 的 地 位 。
不 過 ， 每 一 階 層 的 界 限 則 十 分 模 糊 ， 最 大 的 問 題 在 於
選 擇 適 當 的 準 則 。 沒 有 一 個 社 會 階 層 的 定 義 可 以 適 用 於 每
一 個 社 會 ， 因 為 每 一 社 會 是 由 不 同 社 團 所 組 成 。 因 此 ， 最
重 要 的 是 找 出 一 個 適 用 於 我 們 所 要 探 討 的 社 會 階 層 的 定 義
。
最 近 一 些 外 國 研 究 者 發 覺 社 會 階 層 的 概 念 是 一 個 用 來
3區 別 及 分 析 個 人 及 家 庭 行 為 的 十 分 有 用 的 方 法 。 每 一 階 層
中 的 成 員 都 具 有 一 些 生 活 上 的 舉 止 及 格 調 ， 和 另 一 階 層 中
的 成 員 不 同 。 對 於 一 個 市 場 研 究 者 來 講 ， 能 夠 明 瞭 每 一 階
層 的 生 活 格 調 會 有 莫 大 的 幫 助 。 他 可 以 設 計 一 些 產 品 來 迎
合 某 一 階 層 成 員 的 口 味 ， 並 選 擇 一 些 有 效 的 傳 播 媒 介 來 介
紹 新 的 產 品 。
本 篇 論 文 在 利 用 香 港 居 民 的 社 會 及 經 濟 地 位 和 傳 播 媒
介 的 行 為 ， 作 為 區 別 名 階 層 的 準 則 ， 從 而 找 出 香 港 社 會 階
層 的 定 義 。
作 者 的 研 究 目 的 ， 在 探 討 一 些 外 國 的 社 會 階 層 定 義 和
4香 港 傳 播 媒 介 間 之 關 係 。 所 研 究 的 傳 播 媒 介 包 括 電 視 、 電
台 、 報 紙 、 電 影 和 雜 誌 。 另 一 方 面 ， 以 傳 播 媒 介 間 的 行 為
作 為 準 則 ， 將 香 港 的 居 民 劃 分 為 數 個 等 級 ， 從 而 定 出 一 個
香 港 社 會 階 層 的 定 義 。 本 論 文 的 最 終 目 標 ， 在 幫 助 公 司 的
高 層 行 政 人 員 來 決 定 用 某 一 傳 播 媒 介 來 介 紹 他 們 的 產 品 。
本 文 研 究 的 資 料 ， 由 本 港 一 間 市 場 調 查 公 司 供 應 。 用
為 本 研 究 的 社 會 階 層 定 義 ， 包 括 菲 律 賓 以 及 美 國 三 個 調 查
所 得 來 的 定 義 。 每 一 個 定 義 的 準 則 由 四 個 不 同 的 準 則 組 合
而 成 。 這 四 個 準 則 為 入 息 、 職 業 、 教 育 程 度 和 居 住 環 境 。
這 四 個 問 題 的 每 一 個 答 案 都 定 有 一 個 適 當 的 分 數 ， 然 後 再
5把 每 一 個 定 義 所 用 的 準 則 的 分 數 加 起 來 。 每 一 準 則 都 佔 有
同 樣 重 要 的 地 位 。 每 一 答 覆 被 編 到 四 個 定 義 中 每 一 個 定 義
的 一 個 適 當 階 層 。 每 一 階 層 的 人 數 儘 量 和 原 來 的 定 義 數 字
相 同 。
在 編 排 好 後 ， 即 利 用 中 文 大 學 電 腦 系 統 內 的 一 些 統 計
學 電 腦 程 式 編 纂 來 分 析 這 些 資 料 。
區 別 分 析 程 式 編 纂 ( DISCRIMINANT ANARYSIS PROGRAM ) ， 是 用
來 研 究 以 上 四 個 社 會 階 層 定 義 的 編 定 ， 是 否 能 由 十 九 個 傳
播 媒 介 行 為 的 準 則 來 加 以 預 言 的 一 種 方 法 。 結 果 顯 示 ， 前
述 幾 種 社 會 階 層 定 義 和 他 們 的 傳 播 媒 介 行 為 之 間 並 沒 有 多
6大 的 關 係 。 繼 而 分 類 分 析 程 式 編 纂 ( CRUSTETR ANALYSISPROGRAM )
被 用 來 劃 分 五 佰 九 十 五 個 答 覆 者 ， 劃 分 的 準 則 為 十 九 年 傳
播 媒 介 的 行 為 。 在 同 一 組 內 的 答 覆 者 都 具 有 類 似 的 習 性 ，
以 別 於 在 另 一 組 內 的 答 覆 者 。 根 据 所 得 資 料 ， 將 答 覆 者 分
為 四 組 最 為 適 當 。
然 後 將 這 四 組 答 覆 者 的 職 業 、 入 息 、 教 育 程 度 和 居 住
環 境 一 一 表 列 出 來 ， 所 以 劃 分 為 上 等 、 中 上 、 中 下 和 下 等
四 個 階 層 ； 同 時 ， 這 四 個 階 層 內 的 答 覆 者 的 傳 播 媒 介 行 為
也 一 一 表 列 出 來 。 結 果 顯 示 ， 上 等 階 層 的 人 較 下 等 階 層 的
人 多 看 報 紙 和 雜 誌 ， 而 且 多 看 西 報 和 西 片 。 他 們 擁 有 較 多
7的 奢 華 物 品 ， 較 多 外 出 旅 遊 。
在 五 佰 九 十 五 個 回 覆 者 之 中 ， 有 三 佰 一 十 一 個 未 全 部
回 答 所 需 的 資 料 ， 因 此 ， 作 者 將 這 三 佰 一 十 一 個 回 覆 者 編
為 一 組 ， 其 餘 的 二 佰 八 十 四 個 則 編 為 另 一 組 。 然 後 ， 將 這
一 組 的 資 料 和 以 上 全 部 回 覆 者 的 資 料 作 同 一 程 序 的 分 析 ，
經 此 分 析 ， 二 佰 八 十 四 個 回 覆 者 的 一 組 顯 示 出 比 較 明 顯 的
結 果 。 不 過 這 兩 組 的 結 果 都 顯 示 出 相 似 的 趨 向 ， 同 時 在 二
佰 八 十 四 個 回 覆 者 的 一 組 中 ， 只 有 八 個 代 表 上 等 階 層 的 人
， 似 乎 並 不 十 分 適 當 。 最 後 ， 若 用 這 一 組 資 料 的 話 ， 大 部
份 原 來 的 資 料 勢 將 取 消 ， 這 似 乎 不 很 值 得 ， 因 此 用 全 部 回
8覆 者 的 資 料 比 較 適 當 。
從 得 來 的 資 料 中 ， 依 照 回 覆 者 飲 酒 和 汽 水 的 習 性 而 將
他 們 分 為 三 類 。 其 中 一 類 為 常 飲 汽 水 者 ， 另 一 類 為 常 飲 酒
者 ， 其 他 的 回 覆 者 則 列 入 其 他 一 類 。 分 析 的 結 果 顯 示 出 學
生 及 白 領 工 人 時 常 飲 汽 水 ， 他 們 的 年 齡 普 遍 低 於 廿 五 歲 ，
有 中 等 收 入 。 另 一 方 面 ， 專 業 人 士 和 藍 領 工 人 較 多 飲 酒 ，
他 們 的 年 齡 普 遍 在 廿 五 至 四 十 歲 之 間 ， 入 息 較 高 。
從 這 篇 研 究 所 得 的 結 果 中 ， 我 們 可 以 把 香 港 社 會 階 層
的 定 義 界 限 如 下 ：
　 ㈠ 上 等 階 層 — 此 等 階 層 的 人 每 日 都 看 報 紙 ， 平 均 一 星 期
9看 十 份 上 週 刊 ， 每 月 看 二 份 月 刊 ； 他 們 比 較 愛 看
西 片 和 普 遍 有 中 學 以 上 的 教 育 程 度 ； 絕 大 多 數 能 讀
中 文 ， 約 有 半 數 能 讀 英 文 ； 一 部 份 家 庭 擁 有 冷 氣 機
。
㈡ 中 上 階 層 — 此 等 階 層 的 人 每 日 都 看 報 紙 ， 平 均 一 星 期
看 七 份 週 刊 ， 每 月 看 一 份 月 刊 ； 他 們 並 不 常 看 西 片
： 普 遍 受 過 小 學 以 上 教 育 ， 大 多 數 能 讀 中 文 ， 半 數
的 人 能 讀 英 文 。
㈢ 中 下 階 層 — 此 等 階 層 的 人 比 較 少 看 報 紙 和 雜 誌 ， 大 約
一 星 期 看 五 份 週 刊 ， 每 月 看 一 份 月 刊 ； 他 們 甚 少 看
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西 片 ； 通 常 只 受 小 學 教 育 ， 多 數 讀 中 文 ， 小 部 份
能 讀 英 文 ； 家 中 甚 少 擁 有 冷 氣 機 。
㈣ 下 等 階 層 — 此 等 階 層 的 人 甚 少 看 報 紙 和 雜 誌 ； 只 有 一
小 部 份 能 讀 英 文 ， 甚 少 看 西 片 ， 只 受 過 十 分 低 的 教
育 ； 家 中 絕 少 擁 有 冷 氣 機 。
據 以 上 的 階 層 定 義 來 看 ， 上 等 階 層 的 人 比 較 多 看 一 些
報 紙 和 雜 誌 ， 因 此 當 我 們 想 介 紹 一 些 出 品 給 他 們 時 ， 即 應
利 用 報 紙 及 雜 誌 這 兩 個 媒 介 ， 其 中 更 應 優 先 考 慮 成 報 和 星
島 晚 報 。 至 於 低 下 階 層 的 人 ， 則 比 較 少 受 傳 播 媒 介 的 影 響
。
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在 香 港 ， 最 好 的 傳 播 媒 介 是 電 視 ， 其 中 尤 以 翡 翠 臺 最
受 歡 迎 ， 大 約 有 八 成 人 每 天 都 收 看 這 個 電 視 台 。 不 過 ， 在
電 視 台 賣 廣 告 費 用 較 高 ， 必 須 仔 細 研 究 是 否 值 得 。 常 飲 汽
水 的 人 比 較 多 看 電 視 和 聽 收 音 機 ， 而 常 飲 酒 的 人 則 多 看 報
紙 和 雜 誌 。


